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Why WL AC-TV bought Volumes 1, 2, 5, 4, 5 and 7ofSe ven Arts"'Films of the 50's" 
Says Harold C. Crump: 

"WLAC-TV CONTINUES TO COMPLETELY 
DOMINATE TV FEATURE FILM PROGRAMMING IN NASHVILLE 

v.ith Seven Arts' Volumes 1. 2. 3. 4. 5 and 7 V.'LAC TV ,sas (he I rst station 
in the Nashville nnarket to telecast teature mo/ies every night There is 
no question that they help m maintaining VVLAC TV as the top station in the 
market Our acquisition ot the great Seven Arts' Volumes has completed 
what we believe to be the tmest motion picture television tilm library in the 
South. In lact. v.e thmk so much ot these features that we program them 
exclusively in our Friday and Saturday night Films ol the 50 s' teature 
sho.->caseat 10 30 PM The ratings and sales speak 'or themseli.es great' 




Harold C. Crump . 

General Sales Manager ' 
ot V/LAC TV 
Nashville. Tennessee 






SEVEN ARTS 




ASSOCIATED 


CORP. 



RELAX 

Let WGAL-TV do your sales work. It is 
the outstanding selling medium in the 
Lancaster/ Harrlsburg /York TV market. 




FRIDAY AT 5 



ihell Oil Co. Alters Spot Tv Strategy; 
^ew Schedule Is Two-Minute Islands 

ength, co/or, pos/f/on/ng chosen fo avoid "clutter" and sandwlch- 
ig/ campaign involves 310 stations in 185 markets 



Sew York — Shell Oil Co. has 
jsl made a significant switch in its 
pot iv strategy. Basic ingredients are 
.vo-minute color commercials and is- 
ind positioning of all spots. 

The campaign, which began Sunday 
ice "Sponsor Scope," Aug. 10), will 
ivolvc 310 stations in 185 markets 



I 

iC's Les Crane Show 
ill Go Network in Fall 

New York — In a strong bid for 
\te-nighl viewers. AHC-TV will pre- 
niere The Les Crane Show over the 
etwork on November 9. Decision to 
i.ike the Crane conversation show a 
etwork feature came after a test-run 
n the company's owned stations two 
eeks ago. 

Declared Edgar J. Scherick, vice 
■resident in charge of tv programing: 
The fantastic audience acceptance 
"/if Les Crane Show won during its 
r>-out week on the owned stations, 
he great reviews, the mail response, 
onvinced us that this was what wc 
ad been looking for to make our 
ntry into late-night programing." 



:TV in Deal for Its First 
D&O Station in Canada 

Toronto — After six months of 
egoliation. CT\', Canada's indcpend- 
nt television network, is about to ac- 
uire its first O&O outlet. CT\\ 
1 cooperation with Maclean-Hunter, 
le largest publisher of periodicals in 
"anada, will purchase 55 percent of 
■JCH Halifa.x. Nova Scotia. 

Spencer W. Caldwell, president of 
TV, told Sponsor that this was the 
irst such move on the part of the 
etwork. This would indicate plans 
or similar acquisitions in the future. 

The new company, which will oper- 
tc CJCH pending expected approval 
y the Board of Broadcast Governors, 
; CTV Atlantic. Ltd. Finlay Mac- 
)onald, former owner of the station, 

ill remain as president of the Hali- 
i.x tv outlet and as a director of CTV. 



and is aimed at disassociating Shell 
from tv clutter. As a company spokes- 
man put it. "We don't want Shell to 
be a party to viewer irritation and 
we don't like to be sandwiched in with 
other spots." 

No budget for the campaign was 
announced, but it is known that Shell 
spent more than $7 million last year 
on spot tv. 

Prior to launching the new drive. 
Shell, through its agency, Ogiivy, Ben- 
son & Mather, made field-trips to 15 
major markets to determine whether 
the two-minute spots and island posi- 
tioning were feasible. The company 
reported some initial resistance from 
stations. Principle worries were sus- 
picions that the spots might be rale- 
cutting devices or might be used as 
piggybacks. The company said that 
screenings of commercials, plus ex- 
planation, satisfied station manage- 
ments. One station group, a company 
spokesman said, changed its policy 
banning two-minute spots to accom- 
modate the new Shell commercials. 

Roughly 35 percent of the spots will 
be of the iwo-minutc variety. Com- 
pany thinking is that the longer com- 
mercials will enable Shell's story 
to be told more slowly and convincing- 

ly. 



Triangle Sets 
Piggyback Policy 

New York — Triangle stations 
have made their position clear on 
piggyback announcements. In a 
statement sent to agencies, the six- 
station group said that piggyback 
spots were "accept.ible in 6(}-scc- 
ond length only and may contain 
copy for no more than two prod- 
ucts of the same sponsor." 

The statement aiKlcd that piggy- 
backs will be sold at existing rates 
hut will be "subject to seven days 
preemption for a single product or 
integrated announcement p u r- 
chased in the same or higher rate 
classification." 



Salinger Joins in Call To 
Bar Election Computer Seers 

Washinjiton — Somewhat ironically, 
former White House press chief and 
brand new senator, Pierre Salinger 
(D., Calif.) has joined the Congres- 
sional groundswell against fast com- 
puter predictions of election wins on 
network tv. The particular fear of 
Western legislators is that an Eastern 
time zone landslide prediction can hit 
Western tv screens long before local 
polls close and kill \oter incentive. 

Senators Karl .Mundt (R., S.D.) 
and NS'inston L. Prouty (R., Vt.) have 
introduced hills to bar broadcast of 
both returns and compulcr-b.ased pre- 
dictions of election outcome until all 
polls have closed across the nation. 



CBS Buys Long-Run Sports Show 



New York — CBS made it of- 
ficial Friday afternoon. After the 
story was leaked by Charles O. 
Finley. owner of the Kansas City 
Athletics, the broadcasting com- 
pan\ formally announced that it 
had acquired an SO percent interest 
in the New York Yankees for 
$11.2 million. Rights ownership of 
this great sports organization un- 
doubtedly figured heavily in the de- 
cision. CBS has an option to pur- 
chase the former controlling own- 
ers' 20 percent under terms of a 
five-\ear agreement. 

CBS' purchase includes franchise 
and players of parent club and 
farm teams but not Yankee Sta- 
dium, leased from Rice University. 



Speculation is that the CBS buy 
will put the company in a strong 
position to combat pay television's 
acquisition of major ballgamcs and 
to exercise a powerful rights own- 
ership in whichever direction fu- 
ture developments dictate. Current- 
ly, WCBS Radio New York, airs 
Yankee games and the Yankees 
arc often seen on the network's 
7 V Game of the Week, 

At least two quip questions re- 
main: will the FCC allocate base- 
ball teams to the networks on the 
same basis as OvtO stations? And 
if the Yankees acquire additional 
American League teams, how many 
National League clubs will they be 
permitted? 



CONTINUED ON NEXT PAGE 
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New Hampshire Republican Bids Senate Act 
On Equal Time Bill before Adjournment 

Senafor Cotton threatens to call up conference report; 
Democrats say more consultation necessary before action 



Washington — Irate New Hamp- 
shire Republican Senator Norris Cot- 
ton last week threatened to defy pro- 
tocol and call up the conference re- 
port on the Sec. 315 Equal Time 
exemption to permit network appear- 
ances by top candidates, if democratic 
leadership does not get the bill up 
for approval before the waning "twi- 
light" of this congressional session 
flickers out. House and Senate have 
each passed a version of the bill to 
block claims of "splinter" party candi- 
dates for broadcast time and confer- 



Exit Garry Moore — Enter 
Lucy Ball on CBS Radio 

Neiv York — With Garry Moore 
leaving the airwaves, CBS radio has 
signed comedienne-company president 
Lucille Ball for a daily 10-minute talk 
show premiering September 7. 

Since Miss Ball is under exclusive 
contract to General Foods and Lever 
Bros., clearance had to be obtained 
from the two companies before a con- 
tract could be signed. This limits 
CBS radio salesmen in pursuing spon- 
sors, because the stipulation is that she 
cannot sell in competition with either 
General Foods or Lever. 

Taped Garry Moore re-runs will be 
aired until "Let's Talk to Lucy" pre- 
mieres. 



Erwin Wasey 
Tapped for GOP 

New York — In a surprise 
move, the Republican party has 
designated Erwin Wasey, Ruthrauff 
& Ryan, Inc., a division of Inter- 
public, as its agency for the 1964 
presidential campaign. 

It had been assumed previously 
that Leo Burnett Co. had the esti- 
mated $3 million-plus account 
wrapped up. Burnett had served as 
the OOP's agency since 1963. 

A sidelight to the development 
is that Fuller & Smith & Ross, 
which was handling the Goldwatcr 
prc-convcntion advertising, has ap- 
parently been by-passcd. 



cnce report now must be approved 
by the Senate before it can go over 
for House passage. 

Senate Majority Leader Mike Mans- 
field (D., Mont.), backed by Sen. 
John O. Pastore (D., R.I.), chairman 
of the Senate Subcommittee on Com- 
munications, said there would have 
to be more consultation with the 
Democratic Policy Committee before 
action on a measure that might in- 
volve the President of the country 
in public debate on radio and TV. 
In the floor discussion, Mansfield 
reminded the GOP leaders that in 
the 1960 debates, neither Kennedy 
nor Nixon had the responsibilities 
of being president, entrusted with the 
security of the country. 

Sen. Cotton said there would be 
no question of "rough and tumble 
debate" — the candidates, both presi- 
dential and vice presidential, of major 
parties could simply give separate 
talks. But he doubted if President 
Johnson would ignore the "challenge" 
to debate if it were offered. With a 
touch of guile, he suggested that if 
either Mansfield or Pastore were 
chosen as vice presidential candidates, 
they'd give good account of them- 
selves in debate. 

Sen. Pastore drily set aside the 
"nomination" to vice presidency, and 
suggested that network coverage of 
the GOP convention showed there 
would be no lack of coverage for 
the candidates on tv. More seriously, 
Pastore said he hoped the Democratic 
Policy Committee would decide the 
issue "in the public interest." 



Westjnghouse Signs 
Contract with CBS-TV 

New York — Television contini 
as a major element in the Westir 
house Electric Corporation's advert 
ing plans, with announcement ti 
the company has signed a maj 
contract for participation in a wi 
variety of CBS-TV programs effecti 
February, 1965. (Money involved 
reported in excess of $6 million.) 

Last spring. Sponsor explored t 
company's "$6 Million Televisii 
Comeback" (see May 18 issue) afl 
a period of minimal use of the rr 
dium. 

The new contract calls for renew; 
of existing Westinghouse particip 
tions, principally in the area of ne" 
and public affairs, plus additior 
nighttime participations in Slatier 
People, The Nurses, The Defende 
Rawhide, Mr. Broadway and a nui 
ber of others yet to be determined. 



All-Out Local Radio Keys 
Motion Picture Campaign 

New York — Describing local rad 
as the "catalyst" in a massive cai 
paign to promote the movie, "Whe 
Love Has Gone," Joseph E. Levir 
president of Embassy Pictures, d 
clared, "everything begins at the gra 
roots and everything ends at tl 
grass roots." 

Levine added: 'To our best knov 
edge, this is a showmanship fir 
We are using local radio as it h 
never been used before." 

Campaign is for 32 days in 1 
markets, featuring 14,700 comme 
cials on 128 stations. Over that peri( 
of time, the radio campaign is e 
pected to reach 95 percent of tl 
families in the selected markets, ma 
ing a total number of impressio; 
estimated at well over one billion. 



LBJ Backs Smoking and Health Research in HEW 



Washington — ^The President has re- 
quested nearly $2 million for the Na- 
tional Clearing House for Smoking 
and Health, a recently established of- 
fice in the Public Health Service, 
which focuses on public education in 
HEW's anti-smoking crusade. The 
item was one of a number of proposed 
supplementary appropriations recom- 
mended for different agencies for 
fiscal 1965. 

The White House announcement 



said the HEW information fund w 
"complement research in the Depai 
ment of Agriculture on methods < 
reducing harmful effects in tobacc 
for which funds are provided in il 
agriculture appropriation bill." 

Also last week, HEW announci 
its first move in the long-range pre 
cct to educate the American pu 
against smoking. Grants tot 
$260,000 were made to various mec 
cal and research institutes. 
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YEAR AFTER YEAR 




A LEADER 

Hit Contral Xcw York's rich 21 conntios witli com- 
mercials (loliverod ))y WS^'R-TX' — tin U mh I 'm fl i 
))tark( ( ]i<<ir nftt v iimr. It's i iii poi tatit l<> use the 
leading' station in a market that has: 

• Pojinladnn nf J.msS'X) 

• Hinniifi Pdicrr — .<■'>. t> .1 ■>■> .'><>0 

• Total Ilnnif s — 7 ;o,sro 

• T\' Ilonirs — t;\!i,MK) 

• Uttail Salcff — ,^:.{,',i;.-,niin 

• Fond Snl( s — .S7S0..''^',ilJi(i() 

• Dnifi Sahs — .<0 T .Hon 

• ( V<irt. r /'a»<i >o-if <- N/.7'S. ./<!> .( 

WSYR-TV DOMINATES 



. . . hecaiiso of Sl'A l^N MCMiS ol 
LIv\I)i:i{,SlllP in the m.uk. t. in hoti 

xiKi.soN ni-:i'()ins . . . hct.nise 

it is MMBI'li OM: in IIOMivS 

i:Hi:i) . . . im:h 

(^ICNT o\ ( r St.ition No. 2 . 
•G3 PKH C:i::.\To\ cr 
Station No. 3. 



'Alii! for Mnrrh. I9fl. Sign-on to 
Sygn-off, Mondny thru Sunday. 



Get the Full Storj/ from 
HARRINGTON. RIGHTER & PARSONS 



I \l^i{()ki:\ 
the \\\\\ Aud 





Channel} . ^Zl..' ^00 KIV 



Sf MClSI, T. 

Flu WSYE-TV AiMd !• OMimA. N.Y, 
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Air media and the U.S. Negro market — 1964 

In the past decode the nmnher of Negro-appecl stations has 
grown 25 percent, but the real growth of programing to I\'egro 
listeners is best measured in advertising dollars 



Is there a U.S. Negro market? Yes 

Can it be reached as easily as any other market? No 

Radio: major medium for reaching Negroes 

Increasingly, advertising directed to the "general" market fails 
to motivate Negro consinner purchases. It's partly pride, partly 
resentment against whites, partly a matter of tastes — but the 
Negro is a loyal listener to "his" radio 

Tv: a 'new voice' in selling to U.S. Negroes 

The integrated conunercial is no longer a novelty and major 
advertisers are changing the "all-white" comple'.xion of tv 

Two views of Negroes in tv: the adman's, the activist's 

Lever Bros.' Hal Webber believes use of Negroes in television 
advertising is normal, natural; Carol Taylor, president of Negro 
Women on the March, claims tokenism 
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WHEN IT COMES TO WOMEN... we've got all the good numbers 

Dive right in and come up with extra sales to your hottest sales prospects . . . the live- 
wire, big-spending. 18 to 39 year old gals who always count on WJBK-TV for spirit lifting 
fare. Summer, winter, spring and fall, they love us best of all! And why not? We entertain 
them royally with top-notch movies, great variety shows, the best of CBS and a full hour of 
dinnertime news. Get in the swim in the booming 5th market! Call your STS man for avails. 

WJBK-TV 
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NEXT? 



A new generation of management is on the way . . . 
in our colleges and universities right now. 

Soon these young minds will be contributing new 
ideas to business and industry throughout the 
nation. And as they move up the ladder, more will 
follow. 

The college-educated mind is perceptive and search- 
ing. . .equipped totackleand solvethecomplex prob- 
lems of modern business. A recent executive survey 
of 100 manufacturing businesses showed that 86% 



COI MM Hill 
/ HN\\( I \L 
( J All) Ji> 



of the top executives were college-educated. 

But the cost of educating manpower is getting 
higher. If our colleges are to continue to inject vital 
new life into American business, they need help. 

We must make sure our colleges have the necessary 
equipment to maintain superior standards. Other- 
wise we all lose. 

College is the best friend business has. Support the 
college of your choice. 



f 1)1 L \rioN 



Publiohed as a public service in cooperation with 
The Advertising Council and The Council for Financial Aid to Education. 
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THE WEEK in. WASHINGTON 



PRESSTIME REPORT FROM OUR WASHINGTON NEWS BUREAU 



August Ih, I96U 

As if the cosmetics firms haven't been in enough trouble over FDA at- 
tacks on wrinkle-smoothers, the cosmetics manufacturers are battling new 
FDA rules for clearance on color used in lipstick, rouge, eye makeup, et 
al. FDA says it will stay application of new rules on safe color additives 
for cosmetics until January 1, 1965, because of industry's court challenge. 
The rules are in effect for food and drugs. 

FDA wants broad leeway in crackdowns on color additives in cosmetics. 
The agency's new rule would require clearance for both the color ingredient 
and the form in which it is applied . In fact, present wording of the color 
additive rule could snag the entire cosmetic product because of color clear- 
ance requirements. The industry is fighting to hold the clearance to the 
color component only . 

One bit of good news for cosmetics manufacturers was FTC's dropping 
of an old complaint of discriMnatory promotional allowances brought against 
Max Factor, Shulton, Nestle-Lemur and Lanolin Plus . All cases were dropped 
for the same reason the Trade Commission gave on the 1958-^9 Factor and 
Shulton cases: blame lay more with the retail chain that induced the allow - 
ances than with the pressured manufacturers . 

The FTC found the cosmetics allowance case typical of the increasing 
chain store pressure case, where the manufacturer is "invited" to take part 
in a local promotion and to grant the chain outlet special advertising al - 
lowances in connection with it , 

FTC says it has found it a fact of present business life that a prod - 
uct can vanish from a chain store shelf if the manufacturer says "no . " 
The manufacturer may know it means clear discrimination against other re- 
tail outlets, and in violation of the Rob in son -Pat man Act — but the FTC 
recognizes that in the practical sense, the law is ineffectual to deal with 
this practice. 

FTC's action to drop the charges against the cosmetics firms is in line 
with its new approach to the advertising allowance problem. The idea was 
explained during a Senate Small Business Committer hearing held here last 
week and won strong committee approval. 

FTC's plan is to investigate and deal en masse with an industry's ad - 
vertising allowance practices — and the idea is being tried out in the 
clothing apparel industry where typical chain store and department store 
abuse of advertising allowances have produced the most flagrant price dis- 
crimination. 

Some clothing manufacturers were invited in I963 to desist from the 
discriminatory practices by "voluntary" agreement — with formal consent 
orders to be put through when the agreement was 100 percent. A minority of 

CONTINUED ON NEXT PAGE 
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PRESSTIME REPORT FROM OUR WASHINGTON NEWS BUREAU 



about 50 of the clothing manufacturers have gone to court to resist and FTC 
is holding final order — and. with it the new approach — pending the out- 
come. 

The present trend, is for the advertising allowance money to go into 
underselling competitors by lowering price — it does not go into legitimate 
advertising channels. This was the aspect Small Business Administrator 
Eugene P. Foley wanted to go after. 

Chain and. department stores "confront their suppliers with periodic de- 
mands for increases in current allowances — or else." Or else means loss 
of shelf prominence for the product. Administrator Foley recalled the hor- 
rible exanple in which a giant department store solicited $1000 from each of 



750 of its suppliers, the total take going into the store's own institu - 
tional advertising . 

Smaller retailers who would like a share of the manufacturer's adver- 
tising allowance for local broadcast or newspaper advertising are virtually 
shut out of it all — or given a small pittance to shut them up. 

Committee Chairman Sen. Sparkman said the practice has become almost 
purely one of circumventing antitrust laws against discriminatory pricing . 
He asked. Justice Department spokesmen present what they were doing about it. 
They passed, the buck to the Federal Trade Commission . 

Robert L. Wright, antitrust division assistant to William Orrick, said 
Justice had. only one big case on record, where promotional advertising al- 
lowances were heavily involved. — this was the 19h9 A&P case. They habitu- 
ally leave this aspect of advertising allowances to FTC. 

The Senate committee will keep watch on the FCC's proposed rules to 
stop "double billing" to manufacturers from local advertisers who pocket the 
difference between the larger manufacturer allowance and. the actual costs 
"billed." to local firms for broadcast advertising. 

It was pointed, out that the problem of "vertical" advertising allow- 
ance being criticized, has nothing to do with the "horizontal" co-op adver- 
tising practice of small retailers. The banding together of the small out- 
lets to get advertising allowance money, even where prices are given in the 
advertising, has been given clean bill of health by the FTC , after some 
pronpting by the Small Business Committee on the hill. Justice Department 
has gone along, but at the hearing last week Justice spokesmen backed, away 
from any positive endorsement of the practice or even a statement of the 
department policy. 

A statement from the National Federation of Independent Business incor- 
porated, into the hearing record, gave the meatiest indictment of the pres- 
sures and. the discriminatory pricing results, among the big retailers who 
demand advertising allowances on the grand scale. 

The association proposed, some routes to reform present abuses, to get 
the advertising allowances back on the track of legitimate advertising ex- 
penditures (see "SPONSOR WEEK"). 
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Wo knnp coinmorcials alivo! 



I 



Our\idco tape makes iI^ U\\n^ that \\a> l'reNcr\es 
the //re look and sound of t\ commercials 
something tihn just ean't do! Onl> \ideo tape 
iScDrcH' BR\M). of course) records the "pres- 
ence," sharpness and lvlic\abiht\ of the li\e t\ 
camera \et ehminatcs the danger of an on-the- 
airgoof. And let's face it a better looking picture 
makes for KMter sales I 

Con\enicnt. too. Special clTects on tape are push- 
button-fast. Instant pla\back shows \ou results immcdi- 
atcl>. Ne\cr a time-out for lab priKessing. > ou nia> s.i\c 
weeks o\er film, with lower cost usualK part of the bar- 
gain. F act is. \er> few commercials toda\ can't be done 
hcttcr on tape than on tilm or li\c. Surprised.' Then at 



Video Tape 



least cill >our nearb\ t\ statu»n or tape sti Jio for 
costing ami counsel on \our next v. on iikt,. \ 
Alreatl) , o\er \0Oi\ sutuMis have MgncJ i p for 

\l"s coniprehensiN e new ass NtaiKc pr v ,i n 
w ith the number gr(.n\ mg e\er> «.! n / c ;• 
niiri\ /;i)n (>r/cr miIiuj'>Ii r linnn n , /v. <;< 
M< tl <t\ prtuliii tii'n \t r\ t < til .til 
ailyaiiriii't < / U(/< tapi f r ( < < v ( . 

ii'iir liiail \r,iiit>ri\. (If wi. t K.n't s^hcil (.d 
them \el. write M.i-ii,!^ I*r \1 ais. iKp 
Aik rx-. St. I'aul. Minn. '-'■I \'-> i 



[Tlegnetic Products Division 
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HAVE YOU SEEN 
WHO'S CHECKING IN 

AT ABC? 



Crosby. Mickey Rooufy. Gror^^r Ihinis, Comtic Stnrns, 
Dorothy Mdloiic, Richard Baschdrt. Kathleen Aola)i, Walter Breniian, 
Tony Fr(niciosa and Elizabeth Moi/t^o/aery are all ^i^v^/z/i;' to /n/pack <^)raf iieio s/iows 

this Fall on the ABC Telex'ision Xetxvork. Here's what to look Jor. 



ngwill bc.i f.iiiiily ninii Mitkc\ u ill own .1 iiiariiin George 
II own an apart men t lioiise. uitli Connie his favorite tenant 
rothy w ill live in I'evton I'lace. Riehard u ill live in a siib- 
irine. Kathleen will l)e a Wave. Walter will be a tvroon. 
»ny will be a plavboy Elizabeth will be a witch (Carolyn 
nes will be a not-so-typiral hoirsewife ni "Tlie Addanis 
inilv ■■ Robert l.ansmf^ will flv U-!7 s in '12 O'clock 
i!?li." And AHC will be the better for nil of theni 
Not to mention John Mclntne. \'incent Kdwards. \'ic Moi 

iw. Rick Jason. Ernest Borgnine. I'attv Duke. Gene lianv. 
mm Hcan. and the two stars \ iewei s cliosc as their lavoi ite 

• w television pei lonuei s. David Janssen and Inger ,Ste\ ens 
lUit the ' regiilarh scheduled" stars are onlv part of the 

'^n AHC is also gonig to present a number of big stars m 

"ccial programs Dinah Shore will do sc\eii — four in prime 
ne and three, especially for the lailies. in davtime Sophia 
Jren will conduct a tour of Rome with \'ittorio de Saa and 



Marcello .Masti oianni. Gordon and Sluil.i MacRae will do 
three tiO niinute \ arietv specials " llolKwcKxl I'alace'" will 
continue to book n glittering ai r.i\ of enicecs like lk)ige and 
Chevalier 

Of course. \ou're also going (o see some people on ABC 
this Fall whoaien t so wi-ll known — vci Like S.immv J.uk- 
son. who'll star in ' Xo Time foi Soi geanis." and Mi.i Fairow. 
who'll pl.n Allison .MacKen/ie in ' Tevton IM.ue " 

Hut if AMC has a w.i\ of lu lping m.ike lu w st.us it has a 
wav of keeping its est.iblislied st.us liapp\. too ()//ie and 
Harriet Nelson lia\ e r.iised then fainiK on \1U I lurenre 
Welk h.is been with us lor nine vears Donn.i Ried for si\ 
Fred Mat.Miuiav for lour And tlie\ 11 all l)c p.iit ot \1U s 
lineup again this Fall, a duersilied sJu-duL that iihUkKs 
comed\ , di am.i. jd\ enture. \ariet\ and lots .ind lots o st - 

ABCTelcMSion Network^ 




He'll grow 
on you ... 

"Sunny" is a family man . . . 
his children go around sing- 
ing "you've been more than 
a Daddy to me . . ." because 
. . . well, you see . . . it's like 
this. ..the male Hippo- 
campus is the producer in his 
family. 

Sunny's audience includes 
the entire herd! (That's what 
you call a seahorse family.) 
He's got something for 
everyone, the only criterion 
being that it must be the 
best. 

He produces SALES too. May- 
be it's time you dropped 
something in his pouch . . . 
he'll grow on you! 

WSUN 

TELEVISION © RADIO 

TAMPA - ST. PETERSBURG 
Gone out for seahorse food. See: 

Nat. Rep.: Venard, Torbet & McConnell 
S.E. Rep.: Bomar Lowrance & Associates 




MST: enlightened self-interest 



Some years ago P. A. (Buddy) Sugg, then head of the broadcast 
stations of the Oklahoma Publishing Co., told me that if he could 
belong to only one trade assoeiation his choice would be the associa- 
tion of Maximum Service Telecasters. For pinpointed objectives and 
useful accomplishment, he said, MST couldn't be beat. 

A few years later, when Buddy was an executive vice president of 
NBC, I asked him the same question. He answered the same way, 
even though he no longer was permitted to participate. 

MST is designed to safeguard and advance the interests of com- 
mercial television stations, particularly on the Washington front. Any 
station, whether V or U, which operates with maximum power is 
eligible for membership, although as a practical matter it's almost 
entirely a UHF club. 

Buddy isn't the only broadcaster who goes all-out in MST praise. 
I've heard similar comment from coast to coast. And I might add that 
watching MST at work hasn't inclined me to disagree. 

I've watched it working in behalf of UHF betterment for quite 
some time. From downright disbelief in its expressed desire to improve 
the lot of the downtrodden U station I've slowly come around to 
the point where 1 accept as gospel what it says it is trying to do. 

Maybe what gets me is the forthright manner in which MST meets 
the challenge of coming up with sensible solutions to the UHF dilemma. 

Pussyfooting has never been Jack Harris' style. For many years 
he's been president of MST. And in Les Lindow the association has 
an executive director who knows how to implement the objectives 
in official Washington. 

Here are some of MST's activities in support of UHF: (1) active 
support for the federal all-ehannel receiver legislation; (2) opposition 
to VHF short separation drop-in proposals which would not only 
impair VHF service through interference but also preclude successful 
establishment of UHF stations in many prime markets; (3) support 
of FCC revision of UHF table of assignments to maintain opportunities 
for UHF growth; (4) representation on and active participation in 
the work of the Committee for Full Development of All-Channel 
Broadcasting; (5) weekly analysis of UHF as well as VHF station 
applications to guard against violations of FCC engineering standards; 
(6) opposition to a request by NAM Communications Committee to 
reassign UHF channels 14 and 15 (among the most desirable U chan- 
nels from the broadcaster's standpoint) to use by land mobile radio 
users; (7) opposition to efforts by non-broadcast users to share use 
of tv frequencies, whether UHF or VHF; (8) opposition to proposals 
of the Midwest Program for Airborne Television Instruction for exclu- 
sive use of a number of UHF channels for airborne transmission; 
(9) completion of extensive field engineering studies dealing with UHF 
propogation characteristics; (10) support of legislative efforts to reduce 
the federal excise tax and thus encourage sale of new sets. 
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6 million 
seats on the 
50 yard line.. 




Who's kidding who?... A stadum that would accommo- 
date KCMO Radio's potential audience (6,393,097 
population within the 213 county "^2 millivolt area) 
would be bigger than the Grand Canyon... and the 
K. C. Chiefs' playing field seats 40,000. 

So what do the rest of the Chiefs' fans do? They tune 
to KCMO-810-Radio. 

Kansas City sports fans are among the most loyal m 
the nation. Famous for their support of the pro-football 
Chiefs, the K. C. Athletics and Big Eight football and 
basketball ... all thoroughly covered by Kansas City's 
No. 1 sports station, KCMO-Radio. 

Bruce Rice. Sports Director at KCVO, supervises all 
sports coverage and personally v.raps up the local. 



Broadcasting House, Kansas City. Wo. 64108 
Represented nationally by the Katz Agency 



national and international sports nev,s on his dj ly 
Sports Book ShoA, 

Tom HedncK, nc. voice of the Chiefs, will do the play- 
by-play broadcasts for Kansas City's AFL pro-fcx5tba I 
entry Hednck .-.as picked as Kansas Sportscaster of 
the year for 3 years; a II continue as D rector of the 
K. U. Sports Net.'.ork 

Bill Or ssby, Tom Hedr ck's broadcast team mate. v. II 
prov de the color at all the K. C. Ch efs" games aga n 
in 1964. 

To put these loyal KCr.'O fans to v.ork for your product 
(or \our c lent) call Katz or KCN'O-Radio today for 
a.ailab I t es. 

IvCMO-SlO-radio 

Kansas City's No. 1 Sports Station 
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INSTANT 
WORLD 



Negro radio, while it often echoes 
and sometimes spearheads the de- 
mand for integration, is a part of 
the fabric of segregation. 

This dichotomy, as well as the 
pressure for equal standards for the 
white and the Negro, swelled to 
current proportions with the spread 
of tv. 

With the exception of very few 
markets, tv has thus far been too 
expensive a medium to organize 
on behalf of — and to be supported 
by — a minority. Radio, on the 
other hand, continues to be inex- 
pensive enough for the organiza- 
tion of stations largely or entirely 
programed with Negro news, enter- 
tainment and advertising by Negro 
talent. 

Academicians in the semantics 
of eommunieation largely credit tv 
— programed for the whole com- 
munity — with the stimulation of 
the current pressure for social 
change, and advertising with the 
demand by the Negro for a better 
standard of living. 

We have been aware that the 
emerging countries of the world 
arc bypassing a Gutenberg era via 
broadcast media and plummetting 
hundreds of millions into a world 
they never knew — and into social 
uphcavel. 

But wc have been seemingly un- 
aware that, for the American Negro, 
the creation of wants and the sti- 
mulation of demands by television 
advertising which is designed for 
the whole community has been con- 
tributing to social change by educat- 
ing and democratizing in spite of 
the illiteracy roadblock. 

The what, where and why of 
Negro broadcast communications 
today, and some of the lessons being 
learned by advertisers and agencies, 
arc in a Sponsor report beginning 
on page 3 1 . 




A, Federated NAB 

I liked your "Publisher's Re- 
port" in the July 6th issue. 

The NAB can indeed accomp- 
lish a great image for our free 
enterprise system if it selects a 
leader who both understands the 
broadcaster's and the advertiser's 
approach to the listening and 
viewing public. A federated NAB 
is certainly the only sure way to 
make all ends meet in common 
pursuit of this goal. Keep ham- 
mering away at it. 

Arthur E. Duram 
Senior Vice President 
Television-Radio 
Fuller & Smith & Ross, Inc. 
New York, N.Y. 

True Picture 

We were certainly more than 
pleased with the very fine article 
on Peter Eckrich & Sons, ("Flavor- 
ing the Meat with Know-How") 
in the July 20th issue. 

Our sincere compliments on the 
writing and selection of pictures. 
Both helped to illustrate this very 
interesting story and gave a very 
true picture of the type of com- 
mercial that we have been doing 
for Peter Eckrich & Sons and how 
they use these spots. 

Our sincere appreciation for the 
complimentary things that you 
had to say about our organiza- 
tion. 

Edward E. Katz 
Board Chairman and General 

Manager 
The Film-Makers, Inc. 
Chicago, III. 



Request for Copies 

I certainly appreciated the out- 
standing coverage you gave our 
audience-market study in your 
July 20 issue, (Radio's 'Unan- 
swered' Questions). 

As I told Bill Ruchti and Sam 
Elbcr, wc thought it was an out- 
standing job. 

You will be interested to know, 
by the way, that wc have had 
many requests for copies of the 
report which wc can directly at- 
tribute to Sponsor readership. 
This response is more gratifying 
and confirms the extent of your 



magazine's readership which, of 
course, we have all known all 
along. Thanks again. 

W. L. Armstrong 
Managing Director 
KOSI Radio 
Denver, Colo. 

Pleased with Coverage 

May I thank you for the ex- 
tremely fine coverage given my re- 
marks at the recent Idaho Broad- 
casters Assn. meeting, as reflected 
in the July 27 issue of Sponsor. 

To date, the most consistent ef- 
fect has been a plea from my 
associates to up-date the photo- 
graph. I have promised to do so 
upon receipt of the first new code 
subscriber from Idaho. 

Charles M. Stone 

Manager Radio Code 
The Code Authority 
National Assn. of Broadcasters 
Washington, D.C. 

Came the Deluge 

Ignore first wire! 

The reason is that at this time 
it seems so inadequate. What the 
long range effect of the series, 
(Youth — the neglected $50 bil- 
lion market, July 13 and 20) will 
be, only time will tell, but the 
immediate reaction has been one 
of great interest. 

Wc have received a number of 
letters from companies requesting 
personal interviews . . . we are 
deluged from every children's ex- 
pert who was "once a child my- 
self" . . . and the agency has 
been given a stamp of authority 
and respect which would have tak- 
en years to develop. 

Obviously, the series will be 
one of our first exhibits on every 
new business pitch. 

I do repeat from the wire, how- 
ever, that wc will try very hard 
to live up to the faith that you 
have put in us. We also assume 
a double responsibility in that we 
cannot let you down now as well 
as ourselves. 

Our gratitude is inexhaustible. 

Mfivin Heiitzer 

Pre side tit 

Ilelitzer, Waring & Wayne, Inc. 
New York, N.Y. 
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It takes a lot of people 
to make a five-time winner 




For an unprcccdcnicd fifih year, WON 
Radio has won ihc annual Alfred P. Sloan 
Award for "distinguished public service in 
highway safety," 



r 



WGN Radio is grateful for the generous 
and continuous cooperation on the part of 
hundreds of people in the following or- 
ganizations that made this award possible. 



Chicago Fire Dcpartuicnt • Cliicago Police Department • Citizens Traffic Safety Hoard of 



Metropolitan Chicago • Cook County Sheriff's Police 
ing Center • Illinois State Patrol • Indiana State Police 
National Safety Council • » « i/^ IV I 

Northwestern University' WvjIXl 



Illinois Highway Traffic Engineer- 
Michigan State Police • 
Toll Road Minntenien • 
]Visconsin State Patrol 



IS 



CHICAGO 

the most respected call letters in brosdcastmg 
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HARRISBURG'S NO 




STATION 



BEATS EVERYBODY 

(IN THE HARRISBURG ARB METRO AREA) 

(lODfly m mm,m p.m. loii-.oo pj.r 



represented hy 

HAflfllNGTON. RIGHTER A PARSONS 



Channel 



^27 



HARRISBURG 
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ANA Counsel Warns of Extended FTC Powers 



Speaking at Bar Association meeting, Weil hits the 
doctrine of "affirmative disclosure"; says that FTC 
censorship of proper claims hinders competition 



New York — In a s\ nipcisiuin 
on ndvcrtisini: ;nul the antitrust 
laws. Gilbert H. Weil, counsel fcir 
the Association of National Adver- 
tisers, voiced concern over the bur- 
geoning powers of the Federal 
Trade Commission. "I would sint- 
ply p<iint out." he said, "that every 
time a proper advertising claim is 
censored, n valuable competitive 
tool has been blunted and an anti- 
anlitrust factor has been enhanced." 

Speaking before members of the 
American liar Association meeting 
last week. Weil declareil that the 
Commission's "rapidly developing 
doctrine of affirmative disclosure" 
starts with the fundamental and 
sound principle that deception may 
bo accomplished by half-truths and 
innucndos as well as by express 
falsehood. "No one." ho said, 
"would dispute that an advertise- 
ment should set forth 'whole.' not 
partial truths." 

It is the application of the con- 
cept that is difficult. Weil added. 
"Advertisements are necessarily 
brief. Whether they be print or 
broadcast, ihcy must convey their 
messages within quite limited areas 
of space or periods of time. They 
simply do not have room for a 
catalog of specifications, and to re- 
quire it would make the advertising 
impossible. Indeed, from the view- 
point of competition, prejudice 
would fall heaviest upon the ad- 
vertiser who has the smaller bud- 
get, since his time and space re- 
strictions would be the tightest of 
all." 

Broad as the Commission's pre- 
sent powers may be. he continued, 
"its search to extend them has not 
stopped." 

Referring to the Federal Trade 
Commission Act. which outlaws 
"unfair methods of competition and 
unfair or deceptive acts or prac- 
tices." Weil said that until now 
it has been commonlv assumed that 



"deceptive" is the ke\ adjective as 
far as advertising is concerned. 
"Without cnertl) rejnidiatiag thai. " 
he atlded. "the Commissicm ma\ be 
shifting gears, to ilraw upon the 
word "unfair" as the yardstick to 
measure advertising. 

■"Such a transposition can make 
a vast difference in the law." de- 
clared the ANA counsel. ".Stand- 
ards for determining deceptiveness 
are in the main prett\ well under- 
stood and are also fairly objective 
in nature. L'nfairness. lunvever, like 
beautv. mav lie chiefK in the e\es 

' " » V 

of the beholder, and it is but a 
short step to hold that it is unfair 
to use any advertising in (//;v way 
which the law enforcer considers 
to be improper or objectionable." 

Referring to the Procter Gam- 
ble-Clorox merger. Weil asked, "Is 
the Commission coming close to 
saying that it has the power to en- 
join, as unfair, whatever advertising 
it deems to be unfair, regardless 
of \\hether it is deceptive"^" 




Gilbert Weil 



I would point out" 



Fsen if this is " tcx) subtle " a 
campaign to be attributing to the 
Commission at this time. Weil add- 
ed, "how far is it from the same 
goal via the affirniati\e disclosure 
route?" 

Weil also asked. "Mow condu- 
cive nun it be to the health of 
competition if the \ievss of five, or 
three, or at times just two non- 
elective officials as to what is un- 
fair, or oppressive or explc^italive 
will determine what the whole of 
interstate American business nia\ 
or ma\ not do to compete'.'"" 



NAACP Bids Agencies Ban Mississippi Media Ads 



Ncv> "\'ork — In a letter sent to 
the heads of 100 top advertising 
agencies. Roy Wilkins. executive 
secretary of the National As- 
stKiation for the Advancement ol 
Colored People, called for a re- 
examination of media being u.sed 
by clients in Mississippi. 

Declared Wilkins: "20 million 
Negro Americans plus millions 
of other civil rights advocates can 
only view utilization of un- 
American and militantK segre- 
gationist media as support of 
.Mississippi lawlessness." 

The NAACP leader also said 
that the organization is "in- 
augurating a careful cheek of 
media in Mississippi and will re- 
port to its chapters and affiliateil 



organizations on usage b\ na- 
tional advertisers of media op- 
p<ising law and order, the right 
to vote, elimination of second- 
class citizenship and efforts to 
assure the personal safetv of 
American citizens." 

Wilkins letter asked the co- 
operation of the agencies in the 
support of "fundamental .Ameri- 
can principles" by withholding 
"accounts from media that do 
not uphold these principles " 

There was no immediate pub- 
lic comment bv aeeneies Hie 
NAACP office in New ^'ork re- 
ported acknowledgment of the 
letter bv a nuniK-r (^f iigencies 
but no indication of future ac- 
tion 
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Automotive Heads List of Spot Radio Advertisers 



RAB's first quarterly report of the top 50 puts Ford at 
the front, GM in fifth place; total spot radio spending 
was $35,126,000 — all of 1963 was $133,653,000 



New York — With automotive 
and tobacco companies leading the 
list. Radio Advertising Bureau has 
just released the top 50 spot radio 
advertisers for the first quarter of 
1964. This marks the first time 
RAB has issued a quarterly report 
(see list this page). 

Ford Motor Co. was the big 
spender with an estimated expendi- 
ture in radio spot of more than $3 
million. General Motors, which 
ranked first for the full year of 
1963, finds itself in the No. 5 slot. 

According to RAB figures, pre- 
pared by an independent account- 
ing firm, total spot radio spending 
for the first quarter of this year 
came to $35,126,000. Total ex- 
penditure for the full year 1963 
amounted to $133,653,000. Also, 
a check against the nation's overall 
100 leading advertisers shows that 
26 arc among spot radio's top 50. 
Fourteen of radio's top 50 were 
represented in tv spot's first quarter 
list. 



New York — The president of 
the Mutual Broadcasting System 
has some kind words for a Federal 
Communications Commission more 
often accustomed to brickbats. Rob- 
ert F. Hurlcigh complimented the 
commission for permitting stations 
to log public service "regardless 
of the point of origin." In the 
past, emphasis was on local serv- 
ice. 

In the network's monthly news- 
letter, Hurlcigh declared, "In Mu- 
tual's opinion it was ill advised for 
the FCC to place so great an em- 
phasis on locally originated pro- 
graming in a world where people 
are far more affected by events that 
happen outside their individual ham- 
lets than by occurrences within." 



In commenting on the list of top 
50, Edmund C. Bunker, president 
of RAB, pointed out that it took "a 
major industry effort to produce 
these figures." Altogether, he said, 
it took more than 100 sources, in- 
cluding reports from 89 stations in 
the top 12 markets and from 16 sta- 
tion representatives whose reports 
cover stations in the markets below 
the top 12. 

Added Bunker: "Radio has nev- 
er before in its history had a central 
source of data covering both spot 
and network expenditures. This left 







Estimated 


Rank 


Company 


Expenditure 


1 


Ford Motor Co. 


$3,382,000 


2 


Chrysler Corp. 


2,484,000 


3 


American Tobacco Co. 


1,941,000 


4 


R. J. Reynolds 






Tobacco Co. 


1,867,000 


5 


General Motors Corp. 


1,728,000 


6 


Anheuser-Busch 


1 ,430,000 


7 


P. Lorillard Co. 


1,152,000 


8 


Coca-Cola/8ottlers 


1,125,000 


9 


The Nestle Co. 


1 ,040,000 



Hurlcigh added that "it was also 
a bit unjust not to allow stations to 
log public service as such if the 
material happened to be originated 
by the networks rather than by the 
individual stations themselves." 

Citing the FCC's new "aware- 
ness that the world no longer is 
as it was," Hurlcigh said, "We re- 
member when the original Com- 
munications Act was written in 
1934 . . . 1964 is centuries away 
from a generation ago." 

The MBS president concluded: 
"[FCC's I ability to reappraise a 
situation on the merits of evidence 
speaks well for the reasonableness 
of the members who will guide 
some of broadcasting's destinies in 
the foreseeable future." 



us at a disadvantage when media 
were compared because it was often 
assumed there was no radio activity 
since there were no published re- 
ports."' 

Looking to the future. Miles 
David, RAB administrative vice 
president, said, "Probably 125 lead- 
ing advertisers will be shown in the 
annual report to be issued covering 
the full year 1964." 

David also said, "We estimate 
that our present sources account for 
over 75 percent of nationally placed 
spot radio business and, of course, 
the figure for network radio will be 
100 percent. The spot radio figures 
have been projected, conservatively 
we believe, since we do not have 
reports from every source." 







Estimated 


Rank 


Company Expenditure 


10 


American Telephone 






& Telegraph Co. 


1,100,000 


1 1 


American Motors Corp. 


809,000 


12 


American Oil Co. 


722,000 


13 


Duffy Mott Co. 


681,000 


14 


Delta Air Lines 


625,000 


15 


Carling Brewing Co. 


617,000 


16 


Texaco, Inc. 


585,000 


17 


National Dairy Products Co. 


582,000 


18 


Int'l. Mineral & Chemical 






(Accent) 


555,000 


19 


National Biscuit Co. 


520,000 


19 


Monarch Wine Co. 


520,000 


21 


Equitable Life 


512,000 


22 


Household Finance Corp. 


505,000 


23 


Pepsi Cola/Bottlers 


501,000 


24 


Falstaff 8rewing Co. 


500,000 


25 


8eneficial Finance Corp. 


490,000 


26 


Colgate-Palmolive Co. 


481,000 


27 


P. 8allantine & Son 


473,000 


28 


Campbell Soup Co. 


460,000 


29 


8. C. Remedy 


455,000 


29 


Plough, Inc. 


455,000 


31 


American Home Products 


450,000 


32 


Trans-World Airlines 


439,000 


33 


Northwest Orient Airlines 


436,000 


34 


Kellogg Co. 


429,000 


35 


F & M Schaefer Brewing Co. 


423,000 


35 


Seven-Up Co. 


423,000 


37 


Alberto-Culver 


412,000 


38 


Liebmann Breweries 


395,000 


39 


United Airlines 


356,000 


40 


Mars, Inc. 


354,000 


41 


Humble Oil Co. 


351,000 


42 


Wm. Wrigley Jr. Co. 


346,000 


43 


Quaker Oats Co. 


338,000 


44 


Sterling Drug Co. 


334,000 


45 


American Air Lines 


325,000 


46 


Time, Inc. 


323,000 


47 


Eastern Air Lines 


306,000 


48 


Corn Products Co. 


304,000 


49 


Liggett & Myers Tobbaco Co. 286,000 


50 


Top Value Enterprises 






(Trading Stamps) 


280,000 



Source: Radio Adyerfiiing Bureau 



TOP 50 NATIONAL-REGIONAL SPOT RADIO ADVERTISERS 



Hurleigh Praises FCC's Public Service Stand 
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Schachte Opposes Gov't Ad Curbs 
As Leading to Unfair Competition 

J. Walter Thompson executive cites West Germany as 
example; says money alone not enough in advertising 



1 



NiM\ York — Describing riJver- 
tisiiii: ;is (lie "iipscttcr of the market 
place/' Henr) Schachte. executive 
vice president. New York' office, of 
J. Walter Tlioinpson. told members 
of the American liar Association. 
"If I owned n coniniandini; share of 
any niarkol. an action to outlaw ad- 
vertising in that market would he 
almost a guarantee, at least short 
term, of a continuation of my ptisi- 
tion." 

Speaking at an ABA symposium 
on ad\ertising and antitrust actions. 
Schachte declared. "In West Ger- 
many, television is a most power- 
ful selling tool — yet government 
controls keep commercial messages 
out of the peak \iewing hours, pre- 
sumably on the theorj' that advertis- 
ing is too lethal to have broad ex- 
posure but is not fatal if adminis- 
tered to some of the people some 
of the time." 

The result of this action. Schachte 
said, is that, "even piling up com- 
mercials in the early evening almost 
consecutively, there are still com- 
petiti\e messages that can't be seen 
at all. There isn't enough commer- 
cial time a\ailable. Thus, govern- 
ment action is leailing to unfair com- 
petition." 

.Money spent does not necessarily 
insure market dominance. Schachte 
explained, turning to another aspect 
of advertising. Citing small clients 
of his own agency, he declared that 
he found it interesting "that a small 
advertiser, facing better - heeled 
competitors, can still command the 
ser\ices of a professional organiza- 
tion that, in other business cate- 
gories, ser\cs the giant spenders 
with those same resources." 

The "fattest bankroll in the busi- 
ness," he continued, can't possibly 
promise the " discovery of the best, 
the strongest, the most persuasive 
advertising idea. In spite of the 
progress of computers, ideas still 
come from people and the direct in- 
fluence of money in this compvtition 
has never been subject to exact 
calculation." 



Discussing the big spender ver- 
sus the small spender. Schachte 
s.i'kI. "If. for example, a large spen- 
der is putting his nn)ney broadh 
against the total market, it is al- 
ways possible for a smaller competi- 
tor to so direct antl pinpoint his 
messages that he actually outs|XMids 
his larger competitor, not against 
the total market but in some seg- 
ment in which he choses to ct)n- 
centrate." 

If such a media-purchase for- 
mula brings him success. Schachte 




Schacht* 



"« gu*r«nlee of my po«ilion" 



added, and it has tor some sm.dler 
advertisers, "he can gr.idualK mo\e 
out to assault other segmented parts 
of the total auilience with the addi- 
tional income from his initial suc- 
cess." 



STV Acquires Top MGM & Columbia Films, 
Signs Pact for Lakers' Home Basketball 



l-os Aiificics — Rarely does the 
week go by when Subscription Telc- 
X'ision. Inc.. which made its bow 
in San Francisco last Friday, doesn't 
reach into its bag of tricks and come 
up with a highly promotable attrac- 
tion. Last week (see "Friday at 
Five," Aug. 10) it was a slew of big 
boxoffice films from Paramount. 
This week MGM and Columbia 
got into the act with MGM making 
20 top feature films available to 
S r\' and Columbia releasing II. 

In addition, announcement was 
made that ST\' has signed a eon- 
tract with the Los .Angeles Lakers 
basketball team to bring their home 
games to \ iewers. In disclosing the 
deal. Robert E. Short, president of 
the Lakers, emphasized that the 
games to be shown are currently 
blacked out on commercial t\ . 

In expressing satisfaction over the 
deal, Tom S Gallery, \ ice president 
anti director of sports programing 
for S lA'. predicted that by the end 
of the 1964-65 season. S lA' will 
have from "forty to fift\ thousand 
viewers hot^ked up in the greater 
Los Angeles area." 

For his part, the owner of the 
basketball team cited a sur\ey con- 
ducted last October which showed 



that 71.5 percent of the persons 
interviewed in Los Angeles pre- 
ferred to watch sports on television. 
\et S6.3 percent had not attended 
a professional basketball game dur- 
ing the previous 12 nuniths. 

"Apparently toll television rep- 
resents an entirel) new and un- 
tapped boxoffice potential." said 
Short. "I have to be impressed b\ 
such a significant percentage i>f peo- 
ple who will watch pr(ifessional bas- 
ketball on television, >et do no\ at- 
tend the games in person." 

The film pack concluded between 
ST\' and MGM will include such 
movies as " ITie X'.I.Ps." " I he 
W heeler Dealers." " I he Prize" and 
"Sundav in \'evv >'ork. ' I he first 
o{ the new films is scheduled for 
showing early in .Septemlvr 

Films licensed bv C(ilumbM 
range from major K>xoffice hits 
such as "IJye H>e Hirdie ' and 'T n- 
der the Yum Yum Tree " to iIk 
award-winning I rench imp<irt "Sun- 
dav s and Cv Ivle " 

Columbia offici.iL st Lssed the 
fact that, while lh(.v had great faith 
in the medium (>l siib->snption tele- 
vision, thev Ixlieved there w.^ vi 
much to learn through exp^r v.e 
and expcrimentath i. 
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NFIB Demands End to Cooperative Ad Abuses 




Heard . . ."few can Ignore' 



cited two bills introduced by Rep- 
resentative Wright Patman (Dem., 
Texas). One would make it manda- 
tory for a manufacturer to notify 
all of his customers within five 



National business organization charges some big-volume 
retailers use co-op ad allowance to secure extra 
funds; suggests legislation aimed to prevent "fraud" 

Wa.shliifjtoii, D.C. — Charging 
a difference between theory and 
practice in cooperative advertising, 
the National Federation of Indep- 
endent Business urged correction 
of special discount "abuses." 

In a statement filed with the 
Senate Small Business Committee, 
currently looking into the matter, 
Niel Heard, assistant to NFIB's 
president, declared, "Many manu- 
facturers deplore present coopera- 
tive advertising practices and seek 
to minimize the abuse, even to the 
extent of refusing to condone it. 
However, the economic pressures 
of big volume outlets make a factor 
that few can ignore." 

The statement explained how ad- 
vertising rate differentials, neces- 
sary in the conduct of the adver- 
tising industry, are employed by 
retailing complexes to secure extra 
funds. Heard said that when 
these funds are employed to offer 
an unfair competitive price advant- 
age to the consumer, injury is sus- 
tained by the smaller retailer and 
impetus is given to a trend to mono- 
polize the distributive industry. 

Citing a broadcast case-in-point. 
Heard said that "retailers often 
contract for a long term, low cost, 
hour-long show, which provides us- 
ually for six minutes of commercial 
time. 

"The rate structure in broad- 
casting often provides that a 20- 
second spot is sold at the same 
rate as a minute spot," he contin- 
ued. "Thus, a retailer with a show 
of this nature will have at his dis- 
posal 18 spots to sell, using the 
short time rate or 'high card' as 
the term is used. Often the charge 
against cooperative advertising al- 
lowances will run two to four 
times, and sometimes more, the 
cost of the advertising to the re- 
tailer." 

The national business organiza- 
tion suggested that regulations 
and /or legislation be adopted which 
would make enforcement more 
automatic in nature. The statement 



days of any special deal or allow- 
ances made to any one account. 
The other would make it illegal for 
anyone knowingly to seek to ex- 
tract a special deal from a manu- 
facturer. 

Heard had two additional sug- 
gestions: "One would be that there 
be provided either by new legisla- 
tion or FTC order, whichever is in- 
dicated, a provision that coopera- 
tive advertising only be reimbursed 
for at the actual rate paid by the 
distributive factor, and that the FTC 
have the authority to call on any 
media for the actual rate charged 
any advertiser, and that any per- 
sistent charging to the manufacturer 
of a higher rate be treated under 
the laws regarding fraud." 

Heard also recommended that it 
be made illegal to grant ad allow- 
ances for unmeasured media, such 
as display advertising. "This is a 
common device to buy distribu- 
tion," he said, "or to force com- 
petition out of distribution." 



CBS Reports Highest First-Half Earnings 



New York — A banner first-half 
for CBS. With net income of $23,- 
047,783 and net sales of $303,595,- 
550, the firm recorded its best six 
months in history. 

In the first six months of 1963, 
comparable figures were $19,370,- 
017 and $273,276,969 respec- 
tively. 

Per share earnings for the first 
six months of 1964 were $1.19 as 
compared with $1.02 (adjusted for 
stock dividend and stock split) the 
previous year. 

At last week's meeting, the CBS 
board of directors voted a cash di- 
vidend of 25 cents per share on 
the firm's common stock, payable 
September 1 1, 1964, to stockholders 
of record at the close of business 
on August 28, 1964. 

In a statement to stockholders, 
William S. Paley, chairman, and 
Frank Stanton, president, pointed 
out that in the first half of 1964 
CBS-TV "attracted more advertis- 
ing revenue than during any six- 



month period in its history. It also 
extended its commanding audience 
leadership over its nearest competi- 
tor and presented more of the top 
10 and more of the top 20 pro- 
grams — both day and night — 
than the ABC and NBC television 
networks combined." 

Also, increases in sales for both 
the CBS Television Sales Division 
and the CBS Radio Division were 
reported. 

Discussing media in general, the 
statement pointed out that total na- 
tional advertising revenues advanced 
sharply in the 12 months ending 
with the first quarter of 1964 and 
that national advertising revenues 
of the major media in the first 
quarter of 1964 were almost eight 
percent above those of the same 
period in 1963. 

The statement added: "While the 
print media averaged about seven 
percent higher in this year's first 
quarter, national television adver- 
tising advanced 10 percent." 
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Sorry, Honey — but wc believe radio shoukl 
offer .sonu't/init; for somebody besides kids. 
Evitlently lots of people aj^ree. Because w e've 
snared tbe listenin<:est (anel respondinj^est) 
audience in Cleveland antl 



I j nortlieastern Ohio. Take our 
Bettv Ott's "Ladies' Dav" 



GOOD SOUND RADIO 



listeners. When we suj^j^c^ted thev enter a 
contest to name three Cleveland Zoo ti^er 
cubs, 1,500 cards and letters pmired in be- 
fore you could sav Li:, Kim and /sa-Zsa. 

W e hate to be cattv, but 
you can't <:et action like this 
from ju^t (iM> radio station. 



^ 50,000 WATTS 

PEOPLES BROADCASTING CORPORATION • CLEVELAND. OHIO • REPRESENTED BY BLAIR RADIO 
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July network sponsored time tops '6? 

The first week in July offers a good index as 
to how summer billings are shaping up for the 
three tv networks eompared to the year before. 
NBC Corporate Planning did a eount on spon- 
sored hours for the week ending July 7 and came 
up with these coUeetive findings: (1) nighttime 
was up almost 51/2 sponsored hours, (2) weekday 
daytime sponsored time was off two hours 
and (3) weekend sponsored time was down an 
hour. The arithmetic favors the plus side by three 
hours. Summarized by network: ABC-TV was 
weaker in prime time, but stronger in the day- 
time; CBS-TV showed more strength in the day- 
time than it did in the evening; NBC-TV held up 
nieely for the evening, was rather limp in the 
daytime. (NBC had just introduced four new day- 
time shows). However, all networks had more 
sponsored hours this first July week than in the 
same week a year ago. As to each network's share 
of the total sponsored hours, ABC had 27 per- 
cent,' NBC, 33 percent, CBS, 40 percent. 



Nets edging out newsprint for auto $s 

Network tv is more than breathing down the 
necks of newspapers in national automotive ad- 
vertising. It's pretty much of a safe bet that the 
networks jointly will outstrip newspapers for that 
category of expenditure in 1964, even if the com- 
parison is limited to the three Detroit giants, 
General Motors, Ford and Chrysler. Here's how 
the two media stacked up in relation to those 
three companies in 1963: 



CORPORATION 

General Motors 
Ford 
Chrysler 
TOTAl 



NETWORK TV 

$37,077,900 
19,107,800 
14,138,800 

$70,324,500 



NEWSPAPERS 

$30,912,795 
22,909,286 
17,492,417 

$71,314,498 



Note: The above network figures represent net 
time and estimated program eosts. In 1962 the 
billings for network time only vs. newspaper 
space gave the newspapers an edge of 30 pereent 
over network tv. If national spot tv were in- 
cluded for 1963 the ratio would be $93.1 mil- 
lion for tv and $71.3 million for newspapers. 

Tv reps rate buzzing spot agencies 

Key reps note a marked drift away from spot 
tv by a number of old-line, top-rung agcneies. 



Like J. Walter Thompson, BBDO, MeCann- 
Eriekson, FC&B and Ayer. An outstanding ex- 
ception in this elan is Benton & Bowles. In faet, 
its spot contributions keep getting fatter. The read- 
ing eomes from a "Sponsor Scope" check among 
key reps. According to the consensus, Daneer- 
Fitzgerald-Sample is still quite a factor in spot, 
Bates tends to get more and more network- 
oriented and Young and Rubieam has turned out 
to be an ups-and-downsy. The slack created by 
the giants has been taken up by such agencies 
as Grey — it does five times the spot thai it 
dished out three years ago — SSC&B, Ogilvy, 
Benson & Mather, Doyle Dane Bernbaeh and 
Maxon. Esty remains a stalwart in the spot camp, 
but Compton, which built its reputation on spot, 
is rated as a sharp fluetuator. One rep's theory: 
there's a correllation between an agency on the 
qui vive picking up new business and the level of 
activity in spot. 



Supp-Hose again boosts tv investment 

Kayscr Roth's Supp-Hose (Daniel & Charles) 
is pushing its tv commitment for the last 1964 
quarter a couple notches over last year. The span 
in spot goes from 10 to 13 weeks and the station 
list from 30 to 50. Instead of participations on 
Tonight, the network alignment will be exten- 
sive scatter plans on both ABC-TV and CBS-TV, 
also at night but in prime time. Last year Supp- 
Hose accounted for $1.2 million in spot and 
$250,000 in network. At the rate Supp-Hose is 
putting out this year, combined billings should 
be not far from the $2 million mark. Seven years 
ago this specialized stocking for women who walk 
and stand a lot took a flier in the medium with 
$30,000. Tv has not only built a sturdy market 
for the product, but insured its extensive place- 
ment on department store and specialty shop 
shelves. Burlington Hosiery (Doyle Dane Bern- 
bach) has a competitive brand. Its tv expenditure 
is comparatively piddling. 



Lever out-CMPs competitors at night 

One of the Lever Bros, agencies charted a 
comparison of Lever's tv network nighttime cosl- 
pcr-lhousand with those of P&.G and Colgate. 
The period of calculation was October through 
April. The CPMs for each: Lever. $3.60; Colgate, 
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S^M), WKiC. S4.2(). WKiC, lias rciluccd ihc num- 
ber 1)1 prime lime commercial miiuiies lor the 
comint; last (.|uartcr. as compareil lo llie year be- 
fore. It's i|uite possible thai l\^Ci's assumecl risinj: 
mi:luiime ('I'M was an inllueiilial laettir. In da\- 
lime the ('I'M is alxnil the same $1.10 — 
lor all three advertisers. 

Where weafher tempers radio spot 

Wheeling; Steel (Ciimiingham Walsh) is plac- 
ing eight-week schedules on farm radio stations, 
effective either August 24 or 3 I . The starting date 
depends on forecasts of the start of the fall rainy 
spell by local weather bureaus. In some res[Kcts 
it's one of those schexlules over which the sta- 
tion exercises discretion. The schedule sells roof- 
ing and siding, and the local station is expected 
to know when best to got lo the farmer about his 
repairs. The choicest times to remind him are just 
before heavy rainy weather is in the offing and 
just after some hard rains, providing the forecast 
say it's going to bo clear a while. These discre- 
tionary arrangements arc not uiicomnion in farm 
radio. The station is given the budget and is ex- 
pected to gear the number of spots broadcast to 
weather conditions. U.S. Rubber does it for its 
rubber boots and so does Morton Salt (freezing 
forecasts). lUit the biggest one of them all that 
permits the station to base the scale of daily spots 
on the changing weather is Cream of Wheat. It's 
been doing so for some years with a list of I 50 
stations. 

It's option time in network daytime 

The two latter weeks in August are rather 
edgy for the da>iinie sales side of the tv networks. 
That's when advertisers make their decisions for 
the final 1964 quarter: whether to cancel or con- 
tinue their commitments. By this time the net- 
works have determined what selective price iii- 
crea.ses they want for da>-time fare. One such 
increase applies to i\BC- r\''s The Dociors. The 
quarter-hour package rate goes from SI 2.000 
to 513.500. effective September. Colgate is 
exempt from this hike, since, as owner of the 
strip, it's protected by an annual rate. Reason: 
Colgate shared expense of build-up period. In- 
cidentally, according to Nielsen. Ilw Doctors 
delivers an average 4,000.000 homes. 



Ajax powder detergent going strong 

("olg.ile's Aj.ix line appe.irs to lia\e eoiue up 
with ani>ther click, its detergent powder the 
i>iie iileniified with a knight on a while cli.irger 
I he brand can aow claim at least four pcreeiu of 
the ni:irket. I raile estimates put the ad speiulmg 
on the braiul hulk of it in tv at .in aniui.il 
rate i>f around S7 million. I he budget ob\iousl\ 
h.is gone over the pre-graphed mark — so sa\ 
the experts. Ii is also their sidelight \iew th.it, if 
a cutback is exercised at the right time, the Ajax 
line will wind up with another first-\ear prolii 
able brand. The previous hit was Ajax all-purpose 
lic|uid — the one identified with the "white tor- 
nadit" and which now rates as a grooved competi- 
tor to Mr. Clean. The shares of the entire market 
for the detergent powder leaders: Tide. 19 [xr- 
cent; Cheer. 0; All. 5; Dash, 4; Ajax, 4. and 
Fab. 3. 

Half-hours have 18% more audience 

The sheer abundance of half-hour situation 
comedies on nighttime tv network schedules suf- 
fices to keep whittling down the average audience 
for the 60-minute program as against the average 
audience for the 30-minute show. Using the 
March-April Nielsen data as a base, the follow- 
ing table gives you an idea of what's been hap- 
pening in that area over the p;ist three seasons: 





60-MINUTE 


SHOWS 


30-MINUTE 


SHOWS 


Year 


Avg. % 


Homtt 


Avg. % 


Hornet 


1962 


18 3 


8,967,000 


18 1 


8.861» 000 


1963 


18.3 


9,110,000 


18.8 


9,360,000 


1964 


17 2 


8,820,000 


203 


1 O.J 10,000 



Xoti'. The 1964 advantage in audience deliv- 
ery for half-hour fare averages 18 percent. 



Cold remedy upset affecting agencies 

1 he sales surge of the del.ived-aciion tribe of 
cold remedies (like Contac) is beginning to clob- 
ber agencies which have substantial stakes m the 
oilier line of cold relievers. It's the I'ld storx of 
what h.ippens at the cash register ti> vesterd.iv's 
innovation during the first flush of tixlav's new 
success. Two old-line cold remedv accounts are 
lix>kiag askance at their .igeneies. I he rep»Ht 
is that the bigger builget of the two easilv over 
the S5 million mark — is at the point of li»ten- 
ing to solicitations. 
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Media-tv department merger for DD3? 

Chalk this up as not far off: the merging of 
the media and tv departments at Doyle Dane 
Bernbaeh. Top man of the merged operation, 
when it beeomes faet, will be Bob Liddel, who 
was brought in last year to head up DDB's tv 
department. Liddel previously spent 10 years in 
Compton's media department. His title when he 
left was assoeiate media direetor. Former media 
speeialists who hold the No. 1 position after 
sueh mergers are Ed Grey, MeCann-Erickson, 
and Lee Rieh, Benton & Bowles. It was just the 
other way around when Bates did the melding. 
Tv department ehief Dick Pinkham got the nod. 



been happening to audience composition — by 
program type — 1962 vs. 1964 in the following 
NTI breakdown covering each year's January- 
February period, with the 1962 percentages in 
parentheses: 





VIEWERS 






% 


% 




PER 


% 


% 


TEEN- 


CHIL- 


CATEGORY 


HOME 


MEN 


WOMEN 


AGERS 


DREN 


General Drama 


2.1 


30 (36) 


43 (46) 


12 ( 9) 


15 ( 9) 


Suspense-mystery 


2.2 


30 (36) 


39 (41) 


12 (11) 


19 (12) 


Situation comedy 


2.4 


25 (28) 


34 (37) 


13 (13) 


28 (22) 


Westerns 


2.3 


34 (35) 


41 (37) 


9 (12) 


16 (16) 


Adventure 


2.5 


30 (39) 


41 (33) 


10 (12) 


27 ( 8) 


Variety 


2.\ 


32 (35) 


44 (43) 


9 (10) 


15 (12) 


Quiz 


2.1 


31 (36) 


45 (46) 


9 ( 8) 


15 (10) 


AVERAGES 


2.2 


30 (35) 


40 (41) 


10 (10) 


19 (11) 


Note: Compared 


to 1962, the 


male 


adult's 



over-all average in 1964 dropped 15 percent 
whereas the children's jumped 72 percent. 



Nielsen scoffs at lack of color amity 

Nothing to it, says A. C. Nielsen about the 
report current on Madison Avenue that color set 
owners are shying away from audiometer attach- 
ments. According to agency research people, 
color homes prefer to keep their newly acquired 
pride and joy from being encumbered by alien 
gadgets. Out of fear, perhaps, that they'll affect 
color composition. Nielsen's rebuttal: field ex- 
perience shows as high a rate of color home co- 
operation as has prevailed for black and white. 
Anyway, there's the inducement of Nielsen pay- 
ing, among other things, half the repair bills, and 
in the case of color that's no hay. 



Is the male viewer taking a hiatus? 

Is the adult male viewer cutting down on his 
interest in the leading program categories? You'd 
be inclined to think so when you compare the 
audience composition by program types for this 
season with that of two seasons ago. The male 
drift-away applies to every one of the nighttime 
entertainment classifications but westerns. Odd 
as it may seem, the biggest drop has been in the 
adventure type. In the two-year interim the male 
adult has lost almost as much interest in suspense 
mysteries and general drama. As for the women, 
they're still, along with youngsters, "the" affi- 
eiandos of situation comedies. As ever, quizzes 
attract them like a choice morsel of over-the-fcnee 
gossip. The women have taken more to westerns, 
which could be due to the subdued emphasis on 
gunslinging and mayhem. You can sec what's 



NBC outbilled CBS for April nighttime 

Eyebrows at CBS-TV must have perked up 
when the LNA-BAR time billings for April were 
released. There was NBC-TV for the first time 
in quite a spell with a nighttime total that ex- 
ceeded CBS-TV's. These weekday-daytime vs. 
nighttime billings have become a sort of seesaw. 
In March, NBC-TV was No. 1 over CBS-TV in 
daytime, but for April, CBS-TV regained its 
regular top daytime spot and NBC-TV returned 
to No. 2 slot. The chances are that the May 
report will bring the situation to normal and 
show CBS-TV leading both night and day. Fol- 
lowing is a spectrum breakdown of the LNA- 
BAR April figures as channeled through the 
TvB: 



NEmORK 

ABC-TV 
CBS-TV 
NBC-TV 



NIGHTIME 
$13,201,900 
18,612,500 
18,787,200 



DAYTIME M-F 

$3,619,300 
8,180,800 
7,766,500 



SAT. & SUN 

$1,267,300 
2,050,600 
925,600 



Grocery leaders not on nighttime net 

Did you know that there arc quite a number 
of best-seller grocery package goods that arc 
not on nighttime network tv? Expensiveness of 
nighttime network is not the basic reason, though 
it figures in the calculations. The main motivation: 
a feeling that the product can do a lot better 
cost-wise in daytime and still reach the prospects 
it wants. Or, if some nighttime is imperative, 
there's always spot and its allowance for selected 
markets. Among the best sellers that are alien 
to nighttime network are Mr. Clean, Comet, Cris- 
co, Spic 'n' Span, Duncan Hines, Cascade, Clorox. 
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vansar 




E G R O 




A R K E T 



the 
MEMPHIS 
MARKET 

has 
, WO EARS 

rDIA ALONE 
REACHES 
the 
OTHER ONE! 




50.000 



BERNARD 



OF THE MEMPHIS 
AREA IS 



NEGRO 

WITH AN ANNUAL 
INCOME OF OVER 
A BILLION DOLLARS! 

WDIA 

COVERS THE LARGEST SINGLE 
NEGRO MARKET IN THE U. S. 



TOP-RATED 12 STRAIGHT YEAR 



Other Soderling Stations 
WWRL New York KDIA Oakland/Son Froncisco 

WOPA Ook Pork/Chicogo KFOX long Beoch/los Angdes 



[ * 

i 




R IN YOUR SELLING 




^e.^^ A^&'T^f^ o^(PZ6/t }^^eA<L. 



FRANKLIN MCCARTHY 
'"SUGAR DADDY" 



"MAGNIFICENT" 
MONTAGUE 



E. RODNEY JONES 
"THE MAD LAD" 



ED COOK 
"NASSAU DADDY" 



PERVIS SPANN 
"THE BLUES MAN' 



9 





HERB KENT 
"THE KOOL GENT" 



BILL '•DOC"LEE ?t 




LET'S FACE IT 




IS STILL ' 

Chicagoland's 

No.1, 

Negro-Oriented, 
24 hr. a day 
Radio Station 



•NEGRO MONDAY THRU FRIDAY 

PULSE 6 AM ■12Nn 1 2 Nn 6 PM 

MAY '64 .... 44 .... 48 



BERNARD HOWARD & CO., INC. 
Nol'l Representotive 



W tli »Kank\ - ipolr^tict P) »o Humblr Oil & Refining Compony. 
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FAMILY OP ROCICIIi ROVAL.TV 



-I 



Snul KjriK 




CfOrtn Pnnce 




Mdlhcr Frances 



n 



MORE 





LISTEN MORE 

OFTEN TO 

ROCKIN'BIG 

DADDY RADIO 
WRBD 



serving FLORIDA'S 

FIRST NEGRO MARKET 

170,000 

IN SEVEN COUNTIES IN SOUTH FLORIDA 




Than to any other rhythm and 
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WMBM Miami is the voice of Dade and for good 
reason. No other station in the area so tailors 
its programming, its community service, its 
promotions, to meet the needs of the community. 



REPRESENTATIVES 

lieriiurd Howard >V: Co., Inc. 
Soutlu-rn — Kernard I. Ochs Company. 



Sponsor 

AUCU T 17. '64 



Air media and ttie 
U.S. Negro market 



us I a decade ago. Sponsor reported that 
400 U.S. radio stations were directing an 
average of 2S percent of their programing 
squarely at Negro h'steners. and that na- 
tional and regional advertisers were beginning to 
take the new niediiini seriousK. 

A decade ago, loo. the U.S. Siiprenie Court, 
in a historic decision, ruled against school segre- 
gation. The decision represented a milestone for 
civil rights for Negroes in a social revolution that 
it still going on. sometimes peacefully, sometimes 
not. 

Today, the number of Negro-appeal radio 
outlets has grown to nearly 500 and there is a 
Negro iv station, with others planned. But this is 
not the real growth of air media, primarily radio, 
directed to Negroes. 

Such growth is best measured in advertising 
dollars, with national and regional advertisers 
likely to spend as much as $25 million in Negro- 
appeal radio this year. 

It can also be measured in terms of "profes- 
sionalism." Negro-appeal radio today, as one \et- 
eran broadcaster proudi) told Sponsor, "is as 
good as any radio any\vhere." One Negro-appeal 
station, in Memphis, was recently approached b\ 
AHC Radio, which wished to discuss a possible 
affiliation deal. Another station, in San Francisco, 
originates sportseasts fed to a 15-station network 
in two stales. Still another, located in New York's 
Harlem area, covered the recent riots for out of 
town stations as far away as Paris. France, and 
has had its documentaries aired by as many as 
50 stations, many non-Negro. 

A prosperity circle is spinning for Negro-ap- 
peal radio, in which more revenue makes possible 
better programing and more skillful operations, 
which attract and hold still more Negro listen- 
ers. This eventually brings more revenue. 

Fulhermore, the drive by Negroes for greater 
civil rights, greater freedom, better emplo\ment 
opportunities and "a world as good as the white 



man's" has even created Negro air media where, 
essentially, none existed beft)re. Ciiant ad\crtisers 
like IWCi. Lever Brothers. Colgate-Palmolive. 
S. C. Johnson, TWA and KCA-Victor. among 
others, have begun to use Negroes in their tv com- 
mercials. 

But no advertiser can really expect an mte- 
grated t\ spot or maga/ine ad or outdoor (xister 
to do the full job needed today in the U.S. Negro 
market. There, 20 million Negroes with a S25 
billion income represent an important, largely ur- 
ban market with their own tastes, preferences, 
purchasing habits, hopes, dreams and media ac- 
tivities. 

Nobody knows all the answers to reaching, 
and selling, the U.S. Negro market. Many of 
them, however, are here in this special rep<irt. ♦ 
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Is there a U.S. Negr 



it 



ly 



■ That there is a elearly de- 
fined U. S. Negro market is some- 
thing any perecptive adman in a 
major U. S. city ean discover for 
himself simply by keeping his eyes 
open. 

No other U. S. population seg- 
ment is as elearly visible to the 
white majority as are the nearly 
20 million Negroes who are U. S. 
citizens. 

Regional accents may disappear, 
new education may bring new in- 
come levels, civil rights measures 
may bring new job opportunities, 
but the "high social visibility" — 
traditional basis for most discrim- 
ination levelled against Negroes in 
the past century — remains. 

Thus, the advertising executive in 
1964 faces a peculiar quandary 
when U. S. Negroes are discussed 
as part of an advertising/marketing 
campaign: 

A full-fledged, deep-seated, long- 
lasting revolt is taking place in the 
Negro community. It can be seen 
wearing many faces — the savage, 
bitter resentment for past injuries, 
real or imagined, on the faces of 
Negroes during last month's riots 
and demonstrations in New York's 
Harlem . . . the look of pride on 
the face of a Negro factory worker 
in Detroit whose oldest son has just 
been accepted for college admission 
. . . the serene look on the face of 
a young Negro housewife in a Hous- 
ton supermarket as she glances at 
the display of baby foods . . . the 
mixture of pride and personal drive 
glimpsed in the faces of some Negro 
leaders as they launch attacks 
against yet another social barrier. 

Negro purchasing power in the 
U. S. is both a lure and a club, and 
in both senses is gaining steadily 
in importance. 

Back in 1940, the total value 
of the Negro market in the U. S. 
was $3 billion annually, according 
to the Department of Commerce. 
By 1950 — a year after Sponsor 




Negro-appeal radio's close relationship with its listeners and with retailing of sponsors 
products is typified in this scene, in which KDIA Oakland-San Francisco merchandising manage 
George Oxford (far left) and air personality Roland Porter (far right) participate in in 
store merchandising efforts aimed at customers for Continental Baking Company's Wonder Bread) 



made its first, historic report on 
Negro-appeal radio ("The forgot- 
ten 15,000,000," Sponsor, Oct. 10, 
1949) — the figure had climbed to 
$11 billion. 

The never-ending drive for bet- 
ter jobs, more education and great- 
er opportunities in the Negro com- 
munity has pushed the figure stead- 
ily higher. By 1961, the value of 
the market had reached $20 billion. 
Today, it is around $23 billion. Pro- 
jections by the Department of Com- 
merce for 1965 are that it will be 
$27 billion — a whopping seven 
percent of the nation's total dispos- 
able income. 

Furthermore, it's a buying in- 
come that's city-concentrated, since 
somewhat more than seven out of 
every 1 0 Negroes live in urban areas 
and represent about one out of 
every four people in the country's 
top 78 markets. And, as any so- 
ciologist can tell you, Negro birth 
rates arc higher than those of whites 
while infant mortality rates — thanks 
to medical advances, clinics, higher 
incomes, education and other fac- 
tors — have dropped. 

By 1980 — if the present high 



birth rate, coupled with white-fam- 
ily exodus to the suburbs, continues 
— the inner cities of many metro- 
politan areas will be heavy Negrc' 
concentrations. New York, for ex- 
ample, will be about 25 percent 
Negro, Chicago more than 40 per- 
cent, Detroit more than 50 percent, 
and Washington D. C. about 8C 
percent! 

That's the lure for advertisers — 
a market growing rapidly in num- 
bers and economic strength, and 
grouped conveniently for advertis- 
ing/marketing purposes involving 
local-level media and retailing. 

But what of the other side of the 
marketing coin? What of the "club" 
aspects of Negro buying power? 

Negro leaders have become in- 
creasingly aware of the use of the 
"economic boycott"' as a tactic in 
their drive toward greater freedoms, 
greater employment opportunities or 
greater organizational strength. 

There have always been Negro 
boycotts of one kind or another. 
But it was not until the tension 
flare-ups in the South, when a boy- 
cott by Negroes against a city bus 
company in a major Alabama mar- 
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SPONSOR 



I 

market*? Yes 



as any other market? No 



vcl succeeded so well it shook ci\ic 
)fficials. iluil the reni power of the 
S'cgro boycott becnme apparent. 

The most sigiiificani research in 
his area is uiidoubledly the study 
n Center for Research in Market- 
ing conducted in 15 states among 
ISO.OOO Negroes. CI-KM research"- 
:rs learned that 89 percent — nearl> 
[line out of ten Negroes — would 
loycott companies or products if 
isked to do so by leaders of the 
lop Negro organizations (NAACP, 
I rban League, CORE, the Student 
Nonviolent Coordinating Commit- 
tee, Southern Christian Leadership 



Conference and Negro American 
Labor Council). 

This is a nightmare to some mar- 
keters, particularly those to whom 
the Negro market represents a larg- 
er-than-average share of their total 
market. 

Negroes who have become mar- 
ket consultants to advertisers, agen- 
cies and media — such as Negro 
Marketing Institute's Norman Skin- 
ner, public relations executive D. 
Parke Gibson, Ehony publisher 
John H. Johnson — like to point 
out that Negroes "over-consume" 
products (i.e., buy a larger share 



of the total consumption of a prod- 
uct than the Negro nieidencc in 
the U. S population would seem 
to \\ arrant ). 

Samples: In New York City, Ne- 
groes are about 14 percent of the 
metropolitan area's population. 
However, they consume about 30 
percent of the beer drunk in the 
city's fi\e boroughs, and buy about 
a third more "convenience foods" 
than comparable ethnic groups. Na- 
tionally Negroes represent about 1 1 
percent of the total pt>pulation. but 
they account for 17 percent of all 
the soft drinks sold in this country. 



How family income is spent, 
Negroes vs. whites 

I 

' iCharf below is well worth study by for-sighted mor- 
' keters. It shows, among other things, thot os income 



levels rise in Negro households more money is spent 
for food, at home and away, but represents a smaller 
percentage of average household income. More money 
is spent to run upgraded households (fuel, equip- 
ment, rent, etc.), and larger percentages now go for 
autos, medical care, personal core, and education in 
1950-1960 comparisons. 



II 



Item 



Amount 



Ntgro Familitt 

Percentage 
Distribution 



White FamiUei 



Amount 



E«pendituret for Current Consumption: 


1950 


1960-61 


1950 


1960-61 


1950 


1960-61 


1950 


Total 


$2,614 


$3,707 


100 0 


100 0 


$3,938 


$5,610 


100 0 


Food, total 


834 


929 


31.9 


25,1 


1,162 


1,357 


29 5 


Food prepared at home 


720 


760 


27.5 


20,5 


963 


1,070 


23.7 


Food away from home 


114 


169 


4 4 


4,6 


227 


287 


5 8 


Clothing, materials, services 


356 


464 


13 6 


12,5 


446 


571 


113 


Housing: total 


723 


1,163 


27 7 


31.4 


1,069 


1,647 


27 1 


Shelter 


296 


554 


1 1 3 


14 9 


453 


775 


115 


Rented Dwelling 


213 


389 


8 1 


10 5 


230 


316 


5 8 


Owned Dwell ng 


77 


159 


2 9 


4 3 


198 


416 


5 0 


Other Sheller 


6 


6 


0 2 


0 2 


26 


43 


0 7 


Fuel, light, refrigeratic n, water 


132 


178 


5,0 


4 8 


161 


253 


4 1 


Household operations 


107 


228 


4 1 


6 1 


186 


332 


4 7 


Household furnishings and equipment 


188 


203 


7.2 


5 5 


269 


287 


6 8 


Transportation 


253 


435 


9,7 


11,7 


538 


839 


13 7 


Automobile purchase and operation 


184 


352 


70 


9 5 


470 


745 


1 1,9 


Other travel and transportation 


69 


83 


2 6 


2 2 


67 


94 


1 7 


Medical and personal care 


175 


319 


6 7 


8,6 


2*4 


537 


7 5 


Medical care 


96 


178 


3 7 


4 8 


208 


378 


5 3 


Personal care 


79 


141 


3 0 


3 8 


86 


157 


2 2 


Alcoholic beverages and tobacco 


117 


155 


4 4 


4 2 


135 


189 


3 5 


Alcoholic beverages 


61 


75 


2,3 


2 0 


66 


92 


1 7 


Tobacco 


56 


80 


2 1 


2 2 


69 


97 


1 8 


Recreation 


95 


130 


3 6 


3.5 


176 


228 


4 5 


Reading and Education 


29 


55 


1 1 


1 4 


61 


117 


1 5 


Reading 


21 


31 


0 8 


08 


36 


52 


0 9 


Education 


8 


24 


0,3 


06 


25 


65 


0 6 


Other expenditures 


30 


57 


1.1 


1 5 


SI 


127 


1 5 



SOURCE: Data for 1950 are from Study of Consumer Expenditures, Incomes and Savings, Statistical Tables, Urban l950 (University 
1956-57. Data for 1960-61 are from Consumer Expenditures and Income, Urban United States, 1960-61 (US, Department of labor. 
Statistics), Supplement 1 to BIS Report No 237-38, April, 1964 



Percentage 

Distribution 

1960-61 



100 0 
24 2 
19 1 
5 1 
10 2 
29 3 
13 8 
5 6 
7 4 

0 8 

4 5 

5 9 
5,1 

15 0 
13 3 

1 7 
95 

6 7 

2 8 

3 3 
1 6 
1 7 

4 1 
2.1 

0 9 

1 2 

2 3 
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Bureau cf Ijbor 



August 17, 1964 



37 











Nonwhite Family 






Nonwhite 


Families 


Buying 


Power 








% of All 




% of Total 








Nonwhite 


Amount 


Nonwhite 






Number 


Families 


(OOO's) 


Buying Powei 


1. 


New Orleans 


58,000 


1.36% 


$ 173,000 


1 .29% 


2. 


Houston 


57,000 


1.34 


193,000 


1.43 


3. 


Atlanta 


50,000 


1.17 


152,000 


1.13 


4. 


Dallars-Fort Worth 


49,000 


1.15 


148,000 


1.10 


5. 


Memphis 


48,000 


1.13 


1 28,000 


.95 


6. 


Birmingham 


47,000 


1.10 


1 38,000 


1.03 


7. 


Norfolk-Portsmouth 


32,000 


.75 


101,000 


.75 


8. 


Miami 


30,000 


.70 


101,000 


.75 


9. 


Richmond 


23,000 


.54 


79,000 


.59 


0. 


Jacksonville 


22,000 


.52 


68,000 


.51 




Top 10 Southern Markets 


416,000 


9.76% 


$1,281,000 


9.53% 



Source: 1960 Census 



Top 10 Negro markets 
in the South 

Largest urban concentration of Ne- 
groes in the South is in New Or- 
leans area, where Negro popula- 
tion is about the same as that of 
Cleveland (although family buying 
power, with lesser wage standard, 
is lower). Negroes, however, are 
generally a larger percentage of a 
Southern city's total population 
than would be found in non-South 
area. 



23 percent of shoe sales, 50 percent 
of all the canned Maine sardines. 

They also "under-consume." Ex- 
amination of comparisons of Negro 
and white family expenditures (see 
page 33) quickly shows that white 
families spend more (and a larger 
percentage of income) for recrea- 
tion, education, reading matter, 
medical care. The average Negro 



What 'motivates' 
Negroes when 
making purchases 

Consumer purchases ore made by 
Negroes not merely because of 
simple needs, or the compelling 
quality of radio or tv commercials 
or print ads. There are deep-seated 
psychological reasons as well, as 
Center for Research in Marketing 
discovered during 1963 nationwide 
checkup. Negroes are actually con- 
servative in attitudes toward many 
products, seldom buy to be "flashy" 
or attention-getting. Asked which 
non-economic goals were most im- 
portant when making purchases, 
Negroes profiled their values in 
chart below. 



VALUES % 

Improving yourself 53 

Moving up in the world 18 

Independence 12 

Making life easier 25 

Impressing friends 7 

Impressing the boss 8 

Making life richer 26 

Getting what one deserves 19 

Trying new things 12 



'Multiple answers — will not add to 100%. 



— as a Study last year by News- 
week made clear — wants a world 
as good as the white man's, and 
clearly wants to spend more for 
appliances, washing machines and 
other "luxury" purchases — if he had 
it to spend. Meanwhile, Negro so- 
cial life tends to concentrate more 
in home and church than in the 
white community, and some of this 
is reflected in purchases made by 
Negroes. 

How, then, are the forces at work 
in the U. S. Negro market to be 
harnessed by an advertiser so that 
they will work in his favor, and 
not against him? 

Part of the answer lies within 
an advertiser's company policies of 
employment and retailing practices, 
use of Negro models in "integrated" 
general advertising, community 
relations with Negroes and other 
ethnic groups, and similar socio- 
economic activities. 

Even this is not a complete an- 
swer. Says Opinion Research Cor- 
poration, in an analysis of a recent 
study of Negro attitudes nationally: 

"Obviously, a stated policy of 
nondiscrimination is no longer 
enough to ward off organized pres- 
sures. Ncsrrocs want visible evidence 
that this policy is vigorously pur- 
sued." 

It is at this point that advertising 
media enter the picture for the 
marketer. 

"The new Negro consumer is de- 
manding that his hopes, fears, needs 
and dreams be considered. He is 
increasingly responsive to adver- 
tisements oriented to him. He can- 
not be sold by advertisements and 



articles which take him for granted,"' 
says John H. Johnson, pub- 
lisher of several successful Negro- 
slanted magazines. 

Aiming ad campaigns squarel} 
at the Negro presents an advertiser 
with a choice. He can add Negroes 
to his advertisements in visible, gen- 
eral media — notably general t\ 
and print — as many advertisers' 
have done, even though this usually' 
doesn't do much more than reassure 
Negroes that the advertiser's heart 
is in the right place. Or, he can 
reinforce his general media adver-' 
tising with special, Negro-directed 
campaigns. 

The latter course is increasingh 
favored by advertisers, although — 
unlike the pattern of national ad- 
vertising generally — it is frequent- 
ly the local and regional advertisers 
which set the fastest pace in using 
Negro media while the largest na- 
tional firms move slowly. 

Media specifically Negro-slanted 
fall into some basic categories: 

Air Media — there are nearly 
500 radio stations in the U. S. with 
some degree of Negro-appeal pro- 
graming. Of these, about one out 
of five stations has 75 percent or' 
more of its programing aimed at 
Negro radio listeners (sec special 
Sponsor station list, p. 54. There 
is one comparable Negro-appeal tv 
station, Washington's ^\VOOK-TV. 
although more are planned. Tele- 
vision is popuhir with Negroes, al- 
though little or no network and only 
some local television is aimed at 
them. 

Prim media — Several Negro-di- 
rected masiazincs have been success- 
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Buying 


Power 








** of All 




S of lotjl 








Non w K 1 to 


Amount 


N on wKi !• 






N u n'ibo r 


F J fTI 1 1 lO t 


(OOO't) B 


(jying Powor 


1 


Now TofK-N E. Now Jortey 


367,000 


8 67** 


> 1 ,6oB.OOO 


1 2 40'» 


2 


Chicjgo-N W lndijn< 


71 9,000 


5 1 5 


1 ,046,000 


7 78 


1 

■1 . 


rniuaoipnid 










4. 


lot Angelet-long Be«ch 


137,000 


3 J2 


707,000 


5 26 


5. 


Ootroit 


1}6,000 


2 96 


553.000 


4 11 


6. 


Washington, 0 C 


105,000 


7 47 


500,000 


3 72 


7. 


BiUimoro 


78,000 


1 8} 


322,000 


2 39 


8 


S«n Francitco-0«kUnd 


76,000 


1 79 


394,000 


2 93 


9 


St loult 


66,000 


1 55 


239,000 


1 78 


10 


ClovoUnd 


58,000 


1 36 


277,000 


2 06 




Top 10 Nogro Mjirkett 


1,381,000 


32 45*i 


$6,345,000 


47 18*. 



Source' 1960 Crntut 



iTop 10 Negro markets 
utside the South 

he myth still persists that, some- 
,ow, most Negroes live in the 
South. They don't. Better than one 
out of five Negro fomilies lives in 
•^l New York, Chicago, Philadelphia, 
' or Los Angeles. The only city in 
top 10 Negro markets that is 
actually close ta ihe South is Wash- 
ington, v^ifh St. Louis as a runner- 
up. Remoinder are North, Central 
or West Const. 



|fiil. There ;ire se\en principal 
Negro maga/ines, led by Enos"^ , 
with n circulation of o\er 1.5 mil- 
lion. There are 133 Negro news- 
papers (two are dailies). 

Olhcr nici/ia — Negro-directed 
business publications (for the beau- 
ty shop trade, etc.) represent a new 
media making its appearance. Out- 
door advertising in Negro areas is 
;i\ailablc. 

Of this media picture, radio 
emerges as the most dynamic force 
— for an extremely practical rea- 
son. 

The top-ranking media \icc pres- 
ident of one of the country's lead- 
ing soap-drug-food firms summed 
up his thoughts on Negro-directed 
media thusly to Si'ONSor recently: 
" 'Ethnic' media generally have 
a high cpm factor, even though wc 
I realize there arc other elements to 
be measured in the equation. How- 
ever, we have to be pretty hard- 
headed about media, since we are 
I trying to sell merchandise. Special- 
I i/ed media, such as Negro-appeal 
I media, have to bring their \ irtues 
! to the fore. If they measure up on 
the yardstick we apply to all media, 
we wtnilil see no reason not to buy 
them to maintain our competitive 
pvisition." 

j This philosophy, which repre- 
■^ents the thinking of many large 
advertisers contacted by Sponsor. 
helps to explain the resounding 
growth of Negro radio in recent 

I years. 

Disregarding the emotional fac- 
tors involved. Necro-slanted radio 
compete favorably, as wit- 
ness these cpm efficiency figures 



for Negro-appeal media compiled 
by BBDO: 

Radio (minutes) $1.75-52.00 

Magazines (Ik^W page) S4.2S 

Newspapers (Ik^W half 

page) SIO.SO 

Thus, Negro-appeal radio is a 
major marketing force on the 
strength of its basic size and cpm 
Ie\els. E\en so. there is yet an- 
other dimension to it. 

During the preparation of this 
special report on Negro air media. 
Sponsor heard many people — 
broadcasters, admen, performers, 
station-group owners, among oth- 
ers — \oice their opinions of just 
why. exactly. Negro-appeal radio 
works as well as it does. 



Seven out of 10 Negroes 
live in cities or suburbs 

Long-term populofion shift among 
U. S. Negroes has been from rural 
areas to fawns and cities. As of 



I'ew put it more succinetl\ than 
Boh Dore, \eteran station rep 
whose firm now makes sales calls 
for more than three dozen Negro- 
appeal stations, many of them di- 
recting the bulk of their schedule 
at Negro listeners: 

"When a Negro hears a com- 
mercial in general-market radio, 
he's not sure it's meant for him 
When he hears one on a Negro 
station, he knows it's meant for 
him. Sure, there may come n day 
when there's no need for 'Negro 
radio' as we know it now, Bui that 
day, despite all the progress that 
has been made by V. S .Negroes 
and all the progress the\ will make 
in the near future, is still a long 
wa\ off." ♦ 



the last Census, half of all Negroes 
lived in central cities of urban 
areas, and 73.2 percent were classi- 
fied as "urban" vs. "rural." This 
is noticeably higher than 69.9 per- 
cent figure for total U. S. papula- 
tion, higher than white urban con- 
centration. 





ToIjI u s 






Negro Population 






Population 






of 






•o of 




of 


Totil 




No. (000) 


Totjl 


No. (000) 


Totjl 


U S 


Totjt-U.S. 


179,323 


100 0% 


18.871 


100 0», 


10 5». 


Urb«n 


125,268 


69 9S 


13.807 


73 2S 


1 1 0», 


Ctntr«l Cities 


57,975 


32 4 


9,702 


51 4 


16 7 


Suburb) 


37,873 


21.1 


1,555 


8 2 


4 1 


Other Urb«n 


29,420 


16 4 


2,555 


13 5 


8 7 


Rur^l 


54,054 


30 1% 


5,064 


26 8*. 


9 4«, 



Source 1960 Census 
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Radio: major medium for 
reaciiing U.S. Negroes 



Increasingly, advertising directed to the "general" market 
fails to motivate Negro consumer purchases. It's partly 
pride, partly resentment against whites, partly a matter of 
tastes — but the Negro is a loyal listener to "his" radio 



■ In a year when the words "civil 
rights" are spelling a profound 
change in the way of life of most 
Americans, there are clear signs that 
radio stations specifically aiming 
for the country's 20 million Negroes 
are "trading up" professionally, cul- 
turally and commercially. 

Negro-angled news coverage of 
the recent Republican convention in 
San Francisco was aired by KDIA 
Oakland, one of the Sonderling 
Negro-appeal outlets, with profes- 
sional skill in a schedule that called 
for 40 capsuled reports and 12 
long-length newscasts during the 
event. Many other Negro-appeal 
stations, preparing their own local 
newscasts or working through 
stringers, arc giving extra coverage 
to the 1964 political contests, con- 
centrating on civil rights issues and 
I Negroes in the news. 

National advertisers, more con- 
scious than ever of the Negro's buy- 
ing power as a market and of his 
force in an organized consumer 
boycott, are more receptive to 
the basic media story of Negro ra- 
dio. So, naturally, are major agen- 
I cies. Station reps like Bob Dore 

Associates and Bernard Howard & 
Co. have been making elaborate, 
documented presentations to agen- 
cies like Ted Bates, Grey, Lynn 
1 Baker, DDB, Warwick & Legler, 

I McCann-Erickson, Y&R, FCB, J. 

' Walter Thompson and OBM. Sta- 

I tions like WEBB Baltimore, which 

staged a luncheon presentation last 
winter for over 100 national, region- 
al and local admen, have done a 
lot toward telling the story of Ne- 
gro radio in their markets. 

Bigger audiences and more pow- 
erful statistics have changed the pat- 
tern of spot advertising in Negro 



radio in only a few short seasons. 
"Ten years ago, our national busi- 
ness represented some 5 percent of 
our total station sales. Today it is 
better than 85 percent. If you want 
a better success story, I'm afraid 
you'll have to dream one up," says 
Harry Novik of New York's WLIB. 
National advertisers (see box, page 
37) are common enough today in 
Negro radio, but many still operate 
on the theory that their general- 
media advertising does all the job 
that's needed in the Negro market. 

New sources of revenue are 
coming to Negro radio in Southern 
cities in the wake of civil rights 
measures, which, as W P A L 
Charleston's Bob Chrystie told 
Sponsor, "will inevitably open up 
areas of business formerly closed to 
the salesmen of Negro-appeal sta- 
tions." As Chrystie describes such 
business: "This will include shop- 
ping centers situated away from the 
downtown areas. Eventually, it will 
include eating establishments. The 
first groups to fall into line — 
and this has already started — are 
the hamburger joints, the drive-ins, 
the places that serve takeout food 
orders. Then will come the drive-in 
theatres. Here again there have been 
some subtle inquiries." What is true 
of WPAL, one of the five Speidel 
Negro-appeal stations, is going to 
be true of other Ncgro-dirccted sta- 
tions in Atlanta, Birmingham, Mi- 
ami, New Orleans, Houston and 
other markets, by all indications. 

Negro-appeal stations still rely 
on their lineup of Negro disk jock- 
eys and local radio personalities to 
provide the music shows which arc 
the backbone of Negro radio. But 
there's been a "trading up" process 
here, too, as Negro recording artists 



in the pop, country-&-westem 
jazz, rhythm-&-blues and serious 
music fields continue to grow in sta- 
ture. "The tastes among Negroes 
in music have changed consider- 
ably since 1948," says veteran 
broadcaster Bert Ferguson of Mem- 
phis' pioneering WDIA. "We know 
that educational levels are rising, 
but we also know that the country's 
'general' taste in pop music just isn't 
the same as the Negro taste." 

New cultural, political and social 
horizons are being explored dailv 
by Negro-appeal stations — many 
of which can afford to do so only 
now that solid commercial schedules 
provide the funds for program de- 
velopment. Norfolk's WRAP, for 
example, is awaiting FCC go-ahead 
on an FM sister station that will 
concentrate on "good music" and, 
according to general manager Wil- 
liam L. Eure, Jr., "will have gen- 
eral as well as specialized appeal, if 
treated in good taste." WVOL 
Nashville features an image-build- 
ing classical music show hosted by 
Dr. W. O. Smith, a serious music 
expert from Tennessee A&I Uni- 
versity. The show. Symphony 
Hall, recently won a "Connie" 
award from a key state or- 
ganization, regularly draws a large 
Negro audience. 

Top Negro stations are extremely 
active in their communities, and 
arc in the forefront of organizations, 
movements, etc. which seek to im- 
prove Negro welfare. Winston-Sa- 
Icni's WAAA, typically, has sought 
to get jobs for qualified Negroes in 
retail establishments, auto show- 
rooms, banks and other locations; 
the station sponsors an annual Ne- 
gro Amateur Golf Tournament, op- 
erates a WAAA Women's Council 
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Sperti are » popular part of Negro radio program fare, sparked by tucceit of Negro athletes 
KOIA Oakland-San Francisco carries games of Oakland Raiders, an AFL team, in exclusive three- 
ytar pact, counts Falstaff Beer as a sponsor and feeds 15-station network in two states. The 
station has pulled over 30 percent share of general audience during pro grid team sportscasts 



Negroes have more interest in radio than whites 

Figures below are the result of a nationwide study conducted among 
Negroes and whites, in which the question was asked: "What da 
you da quite a bit in your free time?" Results showed that Negroes 
were interested in both radio and tv, but had level af interest for 
radio notably higher than whites, with less interest in print media 
and magazines. 

Source: Opinion Research Corporation 

Negroes Whites 



71% 57% 



73% 77% 



56% 67% 



32% 45% 



1 8% 29% 



Listen to radio 



Watch TV 



Read daily 
newspapers 



Read magazines 
like Life, Look, etc. 



Read news 
magazines 




of c)\cr ^.(HX) Negro women \\\ni 
work la i.omh;ii c\cr\iliing from 
liigli scii»v»l ilro[H)iUs ami jiuenilc 
UclHKjut.ni.> to iii.ii.tiMi\ of "vcnior 
citi/cns," jinl even \\.is iiistriimcn- 
t;il in getting .1 Negro noinni.itcd 
on the l)erii(H.r.itie ticket to repre- 
sent the eoiint\ in the North Caro- 
lina state legislature N'irtually every 
.Negro-appeal station particular- 
ly those who ha'.e 50 percent or 
more of their programing aimed at 
Negroes — has at least comparable 
activit) in communit\, ci>.ic, relig- 
ious, political, educational and joh- 
training affairs. 

N'cgro-appeal stations are also 
extremely active — as they have 
heen for nianv seasons — in devel- 
oping promotions for advertisers 
and the station within the commun- 
ity. National advertisers ha'.e be.*n 
made aware of this simply on the 
basis of results. (As Joe Massctt.\icc 
president and national sales man- 
ager of Dynamic Broadcasting and 
WAMO IMttsburgh, puts it: "Gone 
forever arc the days when a Negro- 
appeal radio station was considered 
a second-class audio citi/en. 1 oday. 
the forward - thinking national and 
local consumer advertiser realizes it 
is impossible to reach and sell his 
entire market without investigating 
and using specialized media.' ) 

Even though the manager of one 
of the .South's leading Negro-di- 
rected radio outlets told .Spovsor 
reccnth that "success stories are 
poor tools in selling an agency when 
used as a substitute for big num- 
bers." the success stories that stem 
from the promotions in Neuro ra- 
dio are sometimes eye-opening 

One which, like a leitmotif, kept 
appearing in the research mater-al 
gathered b\ Spo\s<ir for this re- 
port, is a recent promotitm for NN'ard 
Baking Compans's Tip Top R'cad. 
a major user of Negro radio for 
years. 

Basicall). the promotion was a 
contest among Icical gosp^.-] singing 
groups with church participation, 
taking the form of a "sing-<Tfr' 
over a period of several weeks. 
Prizes were electric organs, bonds, 
radios and cash to the winning 
group's church, av well as a chance 
at recording contracts Radio listen- 
ers could v ote fiir their faM>rile croup 
by sending in a lip Fop bread 
wrapper The content promotion^ 
were coordinated b\ \lthiM G'b^ n. 
Negro tennis star, whom NVard 
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Favorite gimmick of Negro radio outlets is 
"cooking school" featuring sponsors' products. 
Joe Bassett, vice president of Pittsburgh's 
WAMO, here samples some of the results. 




hired as a special community rela- 
tions representative. 

Negro-appeal radio stations were 
used as the key media outlet for 
the Ward promotion, and — judg- 
ing by results achieved — it was 
a big success. Negro church lead- 
ters urged their members to back 
their local singing groups. (Jn some 



cases, churches bought truckloads 
of bread and resold them to mem- 
bers, who voted with the wrappers). 

Here are some of the wrapper- 
pulling results, as reported to Spon- 
sor by Negro-appeal stations in va- 
rious U.S. markets: 

WEBB Baltimore — 217,000 
wrappers; WCHB Detroit — 160,- 



000 wrappers; KATZ St. Louis — 
75,000 wrappers; WAMO Pitts- 
burgh — 72,123 wrappers; WAAA 
Winston-Salem — 60,000 wrappers. 

True, Negro-appeal stations have 
often had to rely on mail-pull de- 
vices, box-top contests and similar 
devices to prove their media worth, 
in the face of hitherto-scanty re- 




Negro radio wraps up a real sales result 



Multi-market spot radio campaigns seldom lend themselves 
to direct tracing of sales results. But special pull of Negro radio was 
amply demonstrated in recent promotion contest staged in several 
major markets by Ward Baking on behalf of its "Mr. Big" Tip Top 
loaf. Contest offered electric organs and other prizes to churches, 
urged listeners to vote for gospel singing group of their choice with 
Tip Top wrappers. Result: an avalanche of "votes" began to arrive 
at Negro-appeal stations carrying the promotion. Pictured here are 
some of the truckloads of wrappers delivered to Negro stations. 




KATZ St. Louis 



WEBB Baltimore 
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The 24-hour Negro station — new trend? 



1 hero's ;i Jill'crcnt kiiul of lioiisinj; shortage on 
sonic ol tlio eouiur\'s top Ncyro-;ippe;il nitlio 
(Hitlots. A jirouing tr:ick record of riitings and 
sales success lias broiijilit increasing anioinus of 
spot business, creating log jams in some hours, 
as many agency timebuyers have learned. 

lo relieve this congestion, some »\'egro-pro- 
gramed stations are expanding, with VCC per- 
mission, into 24-liour service. In large industrial 
areas, where many Negroes work on night shifts, 
this is heinn ureeted with la\()r bv listeners as 



well as advertisers, sin^e man\ Negro-appeal tuit- 
lets are da\iime-onl\ stations 

One of the latest ni,iking this shift is Delroit- 
.irea W'C HIi, which hous out at lival sunset 
(although its I'M sister statH>ii continues to I 
a III. with a modern ja// piilic\ and a large white 
listening audience). Current target for all-night 
operations: Nov. \5. 

1 here are t'>tliers on the .ill-niglit seeiie. A 
few; W CI, S Columbus. Cm.. \\IU)K \\u Ork\nK, 
which gcK's all-night this fall; Wl.OK .Memphis. 



search data. They are. at least, tang- 
ible evidence of listening and sales- 
prculucing abilit>. 

But Negro radio outlets no longer 
have to rely only on such tactics 
to make the grade. Major national 
research organizations and top- 
grade business publications are be- 
ginning to prove a great deal of 





ViAA Winston-Silem 




^>M0 Pittsburgh 




Negro radio's basic story on their 
ow n. 

For example: 

• A study by lldrvunl liiisiiicss 
Review revealed that of Negro con- 
sumers 3') percent spent "most" of 
their media time with radio, 28 ivr- 
cent with tv, 26 percent with news- 
papers, and seven percent with mag- 
azines. 

• A study by Center for Re- 
search in Marketing revealed that 
among Negroes interviewed 59 per- 
cent said they listened to Negro ra- 
dio "more than to general radio," 
31 percent said they listened to Ne- 
gro radio and general radio about 
equally, and only 10 percent listened 
to Negro radio less than to general 
radio. Negroes also could recall 
about twice as many commercials 
(particularly from Negro radio) as 
could whites. 

• A re\iew of available research 
caused BBDO vice president and 
media manager Michael J. Dono- 
van to report to a 4A's Hastcrn Con- 
ference last fall: "CertainlN. Negro 
radio with its flexibility of schedule 
by period and market represents a 
sound Negro advertising medium." 

\\'h\ then does Negro radio, and 
its national reps, still find buyer re- 
sistance from media strategists at 
the national level? 

On the seller's side of the air 
media fence, the men who manage 
Negro-appeal radio stations indicate 
two major hurdles in selling their 
medium to large agencies and ad- 
vertisers. Basically, thesj hurdles 
could be summarized as: 

1. A lack of recognition, on the 
part of Madison Avenue, of the tv- 



culiar "separateness" (^f the U S 
Negro market, and of the abilit\ 
of Negro-directed media such as ra- 
dio to penetrate the market, and 

2. A hick of solid research data 
to backstop tlie emotional and in- 
tangible arguments for using .Negro 
radio, particularlv among agencies 
and clients who prefer to base me- 
dia decisions primarily on general 
cpnis. r;itings. market statistics and 
the like. 

Of the two problems, the firM 
drew about twice as nianv men- 
tions as the second from stations as 
"the hirgest single problem facing 
Negro-appeal radio-tv in its effor's 
to sell itself to m;ijor advertising 
agencies." 

Following are s.miples of statii'in 
comment on where tliev felt tliev 
had their ke\ problems with agen- 
cies: 

"1 here is no doubt that the larg- 
est single problem is conv incing the 
agenev and client that there is a 
separate Negro market and that it 
is best reached and sold via Negro- 
appeal media," savs Fred J U'ebb. 
e'lieral manager of WNOO, an all- 
N'egro-prograni station in Chatta- 
nooga. "To this dav there are those 
whi^ claim that general stationv have 
Negroes listening to them, and this 
is true NegriK-s do listen to other 
st;itions in anv market. But their 
numbers ,ire small in comparist^n 
with the Negro-,ippe.d broadcasting 
station in th,it s.inie m.irkei" 

"^'vs Mollv \ ow . vales manager 
of KCd^J 1 o'v \ngelex "l .ick of 
knowledge of the Necro market nd 
how to approach it is the b Vt'>i 
i>bstacle. Some accounts di not real- 
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Improving "image" of 
Negro-appeal radio 

Negro consumers don't want "second best" 
in products they buy, and certainly not in the 
programing offered by radio stations seeking 
Negro listeners. Thus there is constant pres- 
sure to upgrade the level of Negro radio and 
to expand its programing and commercial 
horizons. This sampling of efforts through- 
out the United States helps show pattern. 





Musical "culture" is beginning to make itself apparent in 
Negro radio. Dr. W. O. Smith, a Tennessee State professor, 
conducts classical-music show on Nashville's WVOL. Other 
radio stations plan good-music FM showcases for Negroes. 





Special 'round-the-world trip to visit foreign broadcasters 
was made recently by Francis M. Fitzgerald, left, president 
of WGIV Charlotte, N.C., a station which has had integrated 
air personnel since it went on the air in 1947. Fitzgerald 
made arrangements for program exchange during visits to 
Hong Kong, Cairo, Bangkok, New Delhi, Tel Aviv, Athens, 
Rome, Berlin and other cities, is shown with Donald E. Brooks, 
director of broadcasting. Crown Colony of Hong Kong. 




Strategy for 1964 Chicago convention of National Assn. of 
Radio Announcers, non-profit group which aims to "raise 
the level of ethics" of Negro radio, is mapped by group's 
executive committee. Stations represented by committee 
include WBEE Chicago; KATZ St. Louis; WJLB Detroit; WRHC 
Jacksonville; WAMO Pittsburgh. NARA membership: 250. 



izc that ethnic tastes, buying habits 
and characteristics are different and 
require a different approach." 

Says Jack Evcrbach, president 
and manager of WOKB Orlando, 
Fla.: "Convincing agencies of the 
vastly different tastes Negroes have 
in musical programing, plus the 
magnitude of Negro purchasing 
power, is no easy job." 

"The stations' major problem," 
says WGIV Charlotte, N.C.'s 
Frances Crowell, "is that they do 
not have sufficient time or person- 
nel to call on manufacturers and pre- 
sent their sales story so that the 
client will ask the agency to place 
schedules with them." 

"The fact that the Negro is a 
proud, loyal, brand-conscious con- 
sumer with money to spend when 
properly approached, seems to elude 
many buyers. A personal, direct ap- 
peal is necessary, and this fact is 
hard to drive home in many in- 



stances," states Martin Browne, 
manager-v.p. of KATZ, Negro- 
appeal outlet in St. Louis. 

Further problems and obstacles: 
"Establishing our ability to do 
an effective and efficient job of 
processing and implementing sched- 
ules with adequate resources and 
facilities," says Richard M. Scott, 
administrative assistant of Detroit's 
WCHB. 

"Lack of recognition of the po- 
tential market," is the terse com- 
ment of W. \. Dove, general man- 
ager of WTUG Tuscaloosa. 

"Getting agencies to believe the 
true facts on market data, popula- 
tion and earning power of the Ne- 
gro," adds Ed Henry, general man- 
ager of KJET Beaumont, Te.x. 

"The lack of agency recognition 
that this 42 percent population (the 
Negro segment of the homes in the 
station's coverage area) now buys 
most all products available with an 



increasing income," says M. J. 
Warner, general manager of WCEC 
Rocky Mount, N.C. 

Agencies' unawareness ". . . that 
they aren't reaching these people 
effectively on mass-audience sta- 
tions," says Sclvin Donncson, sales 
manager of New York's WWRL. 

"Convincing agencies to buy Ne- 
gro market area and not Negro 
Metro area," adds Russell George, 
executive v. p. and general manager 
of WOIC Columbia, S.C. 

And finally, as stated by Edward 
W. Phclan, general manager of 
Little Rock's ^KOKY: "The estab- 
lishment of a consumer image apart 
from the social image of the Negro 
market . . . and the awareness that 
general market media do not reach 
the total market when there is a 
minority area ser\'cd by specialized 
media. Negro homes . . . want recog- 
nition as a consumer clement, and 
fair treatment as a consumer." 
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Rrgionil advertiser in Florida, Dirr's 
Gold Seal Meats, is one of many new 
advertisers in U.S. seeking to enlarge 
share of Negro market. A regular spon- 
sor on WRBD Fort Lauderdale, former 
ABC Radio outlet which switched to 
Negro programing last fall, Dirr's re- 
ceives merchandising back-up, such as 
window display at local power firm 




Negro d.j.'s believe in showmanship. This bearded "Santa" is one of the air personalities of 
WUFO Buffalo during holiday promotion for the station's advertisers, including O'Keefe Ale 



i 



F.vcn if agcncN and diem are con- 
vinced of the basic values of the Ne- 
gro market, and of Negro-appeal 
media's ability to reach it, there's 
still another major problem, as 
broadcasters see it This problem is 
one of research data. 

Should agencies and clients subsi- 
dize further research into Negro air 
media? Should stations and reps 
carry the burden".' Should the work- 
be done b\ a go\ermiiem agency? 

The broadcasters don't say, but 
many agree that something should 
be done. Is it a stumbling block 
in their sales efforts at the time- 
bu\er le\cl? Here's a sampling of 
broadcaster comment: 

"Agencies do not know anything 
about the Negro and his habits or 
peculiarities; they need more infor- 
mation and research." says J. L. 
Solomon, general manager of 
\V.-\L'G Augusta. Georgia. And. in 
the nearby market of Columbus. 

August 17, 1964 



I'hilip Mcltzer, president of WOKS, 
puts it this way: "Agencies lack re- 
gional data on ethnic radio, now be- 
ing solved by research being done 
by stations and reps." 

Other broadcasters put it more 
tersely, but the over-all pattern is 
similar. "Lack of sources for good, 
solid statistics," is how Jerry Nor- 
man, manager of Daytona Beach's 
W'FLE, describes Negro air media's 
biggest problem in selling itself to 
agencies, "inability to get full mar- 
ket statistics." says Bob Clir\stie. 
general manager of Charleston's 
WPAL. "Lack of understanding of 
the value of the Negro speciali\ 
market by the agencies." says Nel- 
son I?. Noble, general manager of 
WILD Boston. "Lack of knowledge 
and experience on the part of media 
departments, combined with low re- 
turn to agency for effort ex- 
pended." notes Harry W'ilber. gen- 
eral manager of Chicago's W'BLF. 



Not all broadcasters feel that 
agencN -client unfamiliarii) uiih the 
Negro market or Negro media iv 
the primary hurdle lo be overcome 
b\ Negro-appeal radio-i\ in ga-n- 
ing greater recognition at the agene\ 
level. 

The problem, as \oiecd b\ Lcn 
Mirelson, general manager of 
W'NJR Newark, one of the Negro- 
appeal stations in the New ^'ork 
area, is "to upgrade programing to 
meet the Negro's ever-increasing de- 
sires for better opiv>riumties in cul- 
ture, education, jobs. etc.. and to 
a\oid "selling down' to NegrocN" 

Other broadcasters sec the ke\ 
problem in areas ranging from the 
fact that their market iv tiH> ^mall 
to attract national ad\criiNers with- 
out special effort (a problem \oi-ed 
b\ .Miller Abraham. et>-man3cer <>t 
SV'ES'l' Green\illc. \1isn ) to vtrim 
caused b\ Negro denionsiratio s u 
more ei\il rightv (a theor\ prop^^si-d 
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Participation in community activities is a "must" for Negro-appeal stations. KGFJ Los Angeles 
helped raise money to enter a Negro-sponsored float in the New Year's Day Rose Bowl parade. 



by Clarence Jones, president of 
WQIZ St. George, S.C.) to worries 
about holding the many non-Negro 
listeners, especially whites, who 
like to listen to the record fare of- 
fered by Negro d.j.'s (an interesting 
sidelight suggested by A. Lincoln 
Faulk, manager of WCKB Dunn- 
Benson, N.C.). 

What, then, will the future hold 
for Negro-appeal radio? Will a 
greater measure of civil rights for 
Negroes spell smaller audience 
shares for Negro radio? Can the 
medium hold its audiences? Will it 
continue to be a major advertising 
force? 

Sponsor asked broadcasters with 
long experience in Negro program- 
ing to make their own forecasts of 
the medium's future. These were 
among the most thoughtful: 

Said Harry Novik of New York's 
WLIB "The future looks strong — 
if the situation is understood. But 
the philosophy of 'escape program- 



New research 
shows impact 
of Negro radio 



One of the principal 
milestones in qualitative 
research conducted among 
Negro radio listeners was 
the 1963 study made by 
The Center For Research in 
Marketing, a Peekskill, 
N.Y., concern. As these ta- 
bles, drawn from the study, 
demonstrate clearly, Negro 
radio motivates twice as 
many purchases among 
Negroes because of its com- 
mercials as compared to 
general radio. Negroes 
also listen to radio "more" 
than whites, the study 
showed, and consider it 
"important" more than 80 
percent of the time in its 
relationship to Negroes. 
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TOTAL 
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TOTAL 




STATIONS STATIONS STATIONS 


One ... 


12 


20 


22 


Two 


33 


32 


36 


Three .... 


21 


12 


19 


Four 


20 


8 


6 


Five 


7 


2 


2 


Six 


1 




1 


Seven 


1 


1 




Eight and over 


1 


1 




N.A 


A 


24 


14 


Total . 


100 


100 


100 
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Figures in 


average 






number of 


responses 






per respon 


dent 




NEGRO 


WHITE 




GENERAL NEGRO 


GENERAL 




RADIO 


RADIO 


RADIO 


Total Sample 


. 1.95 


2.12 


1.40 


Male 


2.22 


2.12 


1.52 


Female 


1.94 


2.20 


1.50 


North 


.1.77 


2.08 


1.77 


South . 


2.35 


2.41 


1.00 


Under 30 


2.43 


2.31 


1.52 


30 to 50 


1.85 


2.04 


1.59 


50 and over 


1.67 


2.15 


1.33 



PURCHASES ATTRIBUTED TO COMMERCIALS 
Figures in average 
number of products 
per respondent 
NEGRO V\/HITE 
GENERAL NEGRO GENERA 
RADIO RADIO RADIO 

Total Sample . .26 .45 .25 

Male 26 .29 .20 

Female 29 .44 .21 

North 29 .38 .24 

South 24 .41 .12 

Under 30 27 .48 .27 

30 to 50 34 .40 .23 

50 and over 16 .33 .02 



TYPES OF RADIO PROGRAMS LISTENED 
TO REGULARLY 

Figures in % 

NEGRO WHIT 

Drama ... 8 8 

Comedy 6 8 

Commentators 20 17 

Mystery 9 5 

News 66 57 

Weather 45 44 

Interviews 18 20 

Music 87 76 

Multiple answers— will not add to 100% 
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ing' alone will iu> longer suffice. 
I he Negro won'l Iniy it. Me may 
aetiially begin bining radio stations 
himself a> combat some of the \er) 
pap he hears. S>nJieates will be 
formed, in my opinion, to make this 
a realit). I he Negro coiiinuniit\ 
. . . will look to luecha that profe-.s 
to bo in its interest." 

Said W alter Conway of Oakland's 
KDIA: "I belie\e that Negro-appeal 
broadcasting is just beginning to 
realize its potential. 'Ihe fact that 
the Negro occupies the attention of 
the country more than e\er beiore 
has positi\e aspects, even in the ad- 
vertising sense. Iivents are forcing 
awareness of the Negro as citi/en 
and consumer as well, causing ad- 
\ertisers finally to realize that there 
are definite differences in the out- 
lcH>k and position of Negro citi/ons. 
Negro radio not onl\ is playing a 
more important part in the Negro 
community, but Negroes are nu>re 
aware of its \ alue." 



What a Southern station learned 
about Negro radio 

Negro-appeal ouflef KZEY Beaumonr commissioned a study by a 
Texas college of the Negro market in fho Easiern part of the 
state. Results underline the strong recoH among Negroes of com- 
mercials on Negro stotions: 

Question: Do you hove a working radio in the home? 
Answer: Yes 90°o 

Question: Do you hove a working tv set in the home? 
Answer: Yes-85?o 

Question: Which of the following current-issue magazines ore 
in the home? 

Answer: Ebony - 1 3%; Life - 1 1 %; Look - 8%; Post - 6% 
Question: Hove you (housewife) listened to radio today? 
Answer: Yes-78% 

Question: Do you recall the stotion? 

Answer: Negro-oppeol station— 78''o; all other— 1 SS; "Can't re- 
call"-9% 

Question: Would you most likely buy a product or service if it 
were advertised over one of the following broadcast 
stations? (All area stotions were named 

Answer: Negro-oppeol station— 80%; Tv station "A"-20%; Radio 
station "A"-8%; Rodio station "B"-6%; Radio stoiion 
"C"-5% 




Rexarcher William Capilman it pratideni 
of Center for Research in Marketing, which 
considers Negro radio as "a powerful, 
influential marketing medium, separate 
from and additional to general radio" in 
wake of extensive study of purchase be- 
I havior in major cities throughout the U.S. 




New tv and radio programs, commer- 
cials, etc. are tested by CFRM on groups 
of consumers. Here, a new television 
show is tried out on an integrated group 
group of youngsters in Westchester, N Y. 



And finally, from l-rank Harris. 
W'OIC Columbia, SC.: "Negro-ap- 
peal radio will be with us for a 
long time to come. I'erhaps as the 
Negro is assimilated more into the 
nininstream of American life his 
tastes might undergo a change and 
he will conform more to the likes 
and dislikes of the maprity non- 
Negro population. 

"liut until this happens the Negro 
will continue to lean toward those 
media, particularl) radio, that ap- 
peal to his ethnic background and 



tastes \\ e sa\ radio because of the 
large amount of music programing 
in which the Negro figures prom- 
inently not only as a listener but 
also as a performer. 

"As the Negro's economic and 
educational standards impnne (and 
they are doing sd claiK ). he will 
loom more and more im|-K>rtantl\ as 
a consumer to be wooed b\ the ad- 
\crtiser who is anxious to increase 
his potential market. .N'egro-appcal 
radio will play an important part in 
this quest." ♦ 




Mobile merchandising for many Negro-appeal stations is provided by the use of one 
or more broadcast-equipped mobile radio units which are a familiar s ght at m*nj Negro 
events. Here is shown the "Fun Van" of Ntgro-beamed W06S JacV lonvitle, Florida 
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Baseball star Monty Irvin shakes hands with 
white host Leon Janney, veteran radio-tv per- 
former, at the bar of the "Rheingold Rest." 
This beer firm is a big user of Negro talent. 



There's an upbeat in casting Negroes in tv 
dramatic roles, too, in "East Side, West Side," 
"Defenders," "Ben Casey," etc. Here, Ena 
Hartman, NBC protegee, appears in "Bcnanza." 





Tv: a ^new force' in 
selling to U.S. Negroes 

The integrated commercial is no longer a novelty and major 
advertisers are changing the 'all-white' complexion of tv 




Appearing with not- 
ed Negro actor P.J. 
Sidney in commer- 
cials this fall for Ajax 
floor cleaner is young 
Negro actor-singer 
Tom Scott. Commer- 
cial is variation of 
"slice -of- life" spots. 



Popular cosmetic 
model Lajeune Hund- 
ley has done print 
ads for Mum, tv com- 
mercials for a new 
line of beauty prod- 
ucts, works regularly 
as a tv model on 
"The Price Is Right." 
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Actr«tt-model M«delyn S«ndert h«> tcoied her 
own bre«k-throught, appearing in tv commer- 
cial! for Feen-«'Minl, Chock Full O' Nutt Cof- 
fee, and more recently Trant World Airlinet. 




■ U. S. \ic\vcrs will sec a ncu 
set of t\ film commercials this fnll 
designed to laiiiich a new floor 
cleaner bearing the name of Col- 
gate's Aja.x. The premise of the 
commercial is a familiar one: a 
young housewife is in n near-fran- 
tic state trying to get her floors 
sparkling clean. To the rescue 
comes 'AVax-'em Jackson."' a pro- 
fessional flooring expert, and his 
assistant, to demonstrate how the 
new Ajax cleaner sa\es the day. 
The housewife is delighted. Fade 
Out. 

There's one important difference 
between this commercial and pre- 
vious Ajax tv spots. The knowledge- 
able flooring expert is played b\ 
P. J. Sidney. The assistant is 
played by Tom Scott. Both are 
Negro actors. 

Just as U. S. \ iewers have grown 
accustomed, when away from their 
tv sets, to seeing the faces of Ne- 
groes about them in daily life. \ iew- 
ers are going to become accustomed 
to seeing Negroes, more and more, 
in tv commercials. 

It's far from a casting flood, but 
the wa\e is definitely rolling in on 
tv's electronic shore. In the works, 
or in the can, or on the air, are 
integrated conmiercials for: 

• Lever Bros. — the pioneer 
among major tv advertisers in using 



Negroes in haekgrouiul and or fore- 
ground situations in eommereiaK 
for All. W'isk, Sii\er Dust. I'epso- 
dent. Cold Water All. Shield (a 
new product), KinsD. Hree/e ami 
1 l.iciuid. ( 1-or more ;ihout new 
Lever philosoph). see page 5l)). 

• I'roetor iV: (iamble l\'s big- 
gest bu\er. uhieli somewhat gin- 
gerl) used Negroes in eommereiaK 
for Tide, a hea\>-duty detergent 
with strong sales in the Negro mar- 
ket, fouiul no adverse reaction from 
white \ iewers and an upbeat in 
good will from Negroes. 

• Vitalis, Ciillelte, Dcsenex 

a trio of male-angleil products in 
the product lines of three tv-using 
advertisers, promoted on t\ this 
summer with commercials featur- 
ing Negro athletes. 

• Seh:iefer Beer — one of 
the country's top regional beer 
brands, sold from Maine to Vir- 
ginia, has used pretty \hirva Revis, 
"Miss Beaux Arts of 1964," in a 
pair of [\ commercials and in point- 
of-sale material. She is a Negro. 
Similarly, other regional and na- 
tional beer brands — Rhcingold, 
I'iePs. Schmidt's, among others — 
are using Negroes in the airselling 
to win identification in a market 
which can spell profit or loss for 
a brewery. 

• B. F. Goodrich — \ iewers 
will soon see a tire commercial in 
which one of the principal actors 
is a Negro. Other tire, gasoline and 
auto accessory commercials with 
Negro cast members are in the blue- 
print stage at other firms. 

• Kent Cigarets — a break- 
through in this area was made by 
the Lorillard filter brand, which 
has used Negro male model Al 
Holiman in a new conmiercial. Oth- 
er cigaret brands, many of which 
are active in Negro-appeal radio 
(Camel, Winston, Old Gold. etc.). 
are likely to follow such a lead. 

And so it goes. 

Negro-talent commercials are 
scheduled for such diversified ac- 
counts as Johnson's Wax. TWA. 
Handi-Wrap and KCA-\'ietor. 
Pharmaco's Artra line of cosmetics 
is expected to be seen more often 
on tv in commercials aimed at Ar- 
tra customers: Negro women. Sim- 
ilarly. Alberto-Culver — a major t\ 
advertiser known for its abilit\ to 
spot new market opportunities and 
to pursue them \ia tv — is ready- 



ing a line i)f (.osmetics t.iiK>red to 
N'cgro skin tones. 

1 he b.irriers aren'l all down, 
but that ihesVe crumbliiiL' is oh 
<> ioiis 

What has e.niscd the ch.inge' 
BroadK speaking, the appearance 
of NegrDCs in tv commercials m 
growing numbers is p.irt of the uiil- 
iiaiit social re\olution taking place 
in the U. S Negro eoniiiiunit\. Ne- 
groes want for ihemscKcs ;i world 
as good ;is the white man's world 
and this includes represeni.iiion 
in what has hitherto largels been 
a white nwm's aiherlismg medium, 
tv. 

1 he handful of Negro actors and 
models in New York. Hollywood. 
Chicago and other production cen- 
ters by themsehes wduld have about 
as much effect in cracking open tv 
as a picket line of Azerbaijan sheep- 
herders would in persuading du- 
Pont to stop making Nylon thread 
for carpets. 

What has begun to turn the all- 
white tide in t\ is the pressure 
brought on large advertisers by 
such civ ie-niinded groups as The 
iNLiyor's Committee on Job Ad- 
vancement in New York (whose 
chairman, Theodore W. KhccI, is 
a noted white attorney), and by 
Negro activist groups such as 
NAACP, COKE, Urban League 
and Negro Women on the .\Larch, 
many with delicate threats of con- 
sumer boycott. 

Far-sighted opinion-makers have 
recognized this problem for some 
time. Speaking before the ANA an- 
nual meeting last fall, Xcw.sHcck 
editor Osborn Elliott rep<irted to 
atlnien: 

"Every time \ou buy a sp<it on 
television . . . \(Xi advertise the 
benefits of the white society. When 
the Negro looks at your tv com- 
mercial for a detergent, for example, 
he has one eye on your product, 
but his tnher eye is on the back- 
ground against which that product 
is displayed. The dishwasher, the 
freezer, the manicured lawn in 
Westport. the crystal clear swim- 
ming p<iol. the p<>vver nunver and 
all the other paraphernalia oi what 
is considered the giv>d white life 
toda\. Neuroes want to share this 
life."' 

Oddly enough, Elliot didn't men 
tion that Negroes have tendril lo 
put the casting of tv C(^mniereials 
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Early user of Negroes 
in tv commercials was 
Lever Brothers, in 
spot for All, with Art 
Linkletter interview- 
ing Negro housewife 
from studio audience. 
Time: fall of 1963. 





f 




Moppet model Candy Simpson is featured in 
new Handi-wrap tv commercial. One trend in 
use of Negroes in tv selling: white and Negro 
children in playgrounds, parks and schools. 



in something of the same category 
as segregated employment. Through 
their own organizations, Negroes 
made their position elear: Negoes 
should at least be "represented" in 
commercial situations in a manner 
reflecting U. S. life today. 

Again, this brand of feeling was 
not lost on some veteran media 
planners. In another advertising 
meeting last fall, this time a 4A 
Eastern Conference, BBDO vice 
president and media manager Mi- 
chael J. Donovan advised: 

"There is one tv station devoted 
to Negro programing on the air to- 
day. There is practically no other 
Negro tv programing on the air ex- 
cept for special programs and news 
items programed on the Negro prob- 
lem. However, approximately 90 
percent of Negro households have 
tv sets today. It appears as if the 
current answer to effective use of 
tv against the Negro market is in (lie 
creative area, and adroit program- 
ing and casting." 

The growing use of Negroes in 
tv commercials designed for gen- 
eral-market tv airing has not es- 
caped the eye of industry observers, 
nor has it gone unseen by those 
likely to be involved with it. 

"There's a definite attempt to 
use Negroes in eomniereials, al- 
though it's nu)stly a matter of east- 
ing thcni in 'background' roles," 
says Wallace A. Ross, director of 
the American Tv Commercials Fes- 
tival. "Negroes were 'visible' in 
commercials submitted for the last 
festival. These commercials were 
used between January and Decem- 
ber, 1963. We expect more for the 
next tv commercial festival. 




Schmidt's Beer, a Philadefphia brand trying to 
crack other big Eastern markets, is one of 
several beer companies which use Negroes in 
commercials to woo valuable Negro market. 



On the production front, reac- 
tion from tv commercial producers 
varied widely. 

Samples: 

"There's a marked increase in the 
use of Negroes, particularly sports 
figures, in our latest taped com- 
mercials," says a spokesman for 
Videoscope Productions. 

"It's my impression that we're i 
doing more 'integrated' commer- 
cials, but it's hard to remember any 
specifically," says an MPO source. 1^ 

"We've yet to shoot a commer- 
cial with a Negro in it. Agencies 
talk about such commercials, but 
it's more discussion than action," 
says Lew Schwartz of Ferro, Mo- 
hammed & Schwartz. 

That the situation is shifting in 
favor of at least limited use of Ne- 
groes in tv commercials is con- 
firmed by two other industry sources. 
Says Harold Klein, secretary of 
the Film Producers Assn., (whose 
members shoot the majority of all 
tv film commercials made in New 
York): "There's been a marked 
improvement in the use of Negroes 
in commercials. The FPA is all in 
favor of the trend, incidentally." 
Comments a source at the New 
York office of Screen Actors Guild: 
"We haven't kept any specific rec- 
ords here, but there's certainly 
more employment of Negro talent 
in commercials." 

One segment of the entertain- 
ment industry which knows for a 
fact whether advertisers are using 
more Negroes in their tv commer- 
cials is the talent agencies which 
specialize in providing "ethnic" 
models or actors. 

"We're doing 75 percent of our 
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An "in»ogr*l«d" comm«rci*l for Pjrlcion client 
J.B. Willi*m» ttrastad univ»r»jllly of Willi*m» 
jh*v» products 4» gifli for F*lh«r'j D*y. The 
tomm»rci*l w*» »hot it the Vidooup* C»nl«r. 



P«ce-t«tler for utilitias it IllinoU Bell, which 
uied this commerciti in Chicago *rt* to pro- 
mote long-distence calls. Other regional phone 
companies have used Negroes in print ads. 



Another pioneer effort- Manufacturers Han- 
over Trust, a New York bank, used Broadway 
''No Strings" star Diahann Carroll in tv taped 
spot stressing "fashionable" new checkbooks 



casting in tv commercials, and some 

,of our models nrc doing between 
three and eight commercials this 
year," Helena Hrooks, chic former 
model who heads the American 

, Model Agency, told Sponsor. "The 
earliest calls were for girls 'without 

i really Negroid features.' You know 
what I mean — medium skin tones 

I and a Caucasian look. As adver- 
tisers got smarter and bolder, the 
calls were for 'appealing types with 
whom Negroes can identify.' 

The new tv calls arc an important 
new source of revenue for talent 
and agent alike, says talent agent 
Brooks, herself a Negro. "There 
will probably be at least six Ne- 
gro models who will make up to 
SI 0,000 or more this year in tele- 
vision. 

Total value of all the commcr- 

Icial bookings in New York which 
involve Negroes will easily be over 
I the $100,000 mark." she estimates. 

Hut the upbeat business — like 
most other forms of integration — 
is not enough, in the eyes of many 

I Negroes themselves. There is still 
a feeling that they are the "have- 
nots" in a world in which white 
actors and models have preference. 

"A lot of those new commer- 
cials are 'integrated' — but not 
really," says a spokesman for the 
Grace Del Marco agency, another 
key source for agencies and clients 
seeking Negro models. "Negroes 
are most often used as 'extras,' sel- 
dom as 'principals." Negroes will 
get, maybe. $50. The real money 
goes to a white spokesman or mod- 
el." 

Will advertisers, spurred by a 
mixture of social conscience and 



fear of consumer boycott, continue 
to integrate their tv commercials? 

Admen involved in the new trend 
largely say "yes." 

However, the comment of a lead- 
ing Negro talent agent, Lois T. Wil- 
liams, is revealing. "Advertisers 
only do what they have to do," 
she says. "I feel most advertisers will 
stop when they have integrated some 
commercials with a Negro extra." 

Advertisers who feel that a heavy 
national tv schedule is bound to 
hit a lot of Negro homes without 
any special effort arc at least par- 
tially right. 

Home-oriented in their entertain- 
ment acti\ities for a variety of so- 
cial and economic reasons, Negroes 
took to tv right from the start. In 
fact, it was almost a made-to-tuder 
entertainment medium. 

For one thing, tv's growth and 
its principal impact has been in 
the large urban areas — exactly 
the same kind of areas which have 
been a magnet for Negro popula- 
tion shifts agricultural-to-urban, 
South-to-North-and-\\'cst. M ore 
than a third of Negroes live in the 
central cities of the 25 largest U. S. 
markets. The great majority of Ne- 
groes live in areas under the tv 
umbrellas of two or more stations. 

For another, tv originally repre- 
sented a kind of status symbol that 
was at least within reach of most 
Negro families, and thus most of 
them ultimately bought a tv set — 
usually the most expensi\e name- 
brand set they could afford. Final- 
ly, there was no "colored section" 
in tv's playhouse; anybody could 
watch anything he wished on the 
air. 



So grew tv in the U. S. Negro 
community, although it was almost 
nc\er considered a part of the media 
designed to reach Negroes (see 
separate story on Washington's 
WOOK-TV). Late-model figures on 
tv set saturation in Negro homes 
are spotty, but they are at least 
indicative of the tremendous reach 
of the visual air medium in non- 
white households. As far back as 
1958, a Far West Survey study for 
San Francisco's Negro-oriented 
KS.AN turned up the interesting fact 
that 91 .4 percent of the city's Negro 
homes ow ned a tv set ( preferred 
brand: Admiral). In 1962. anoth- 
er Negro-directed radio outlet, Bos- 
ton's WILD, checked tv set satura- 
tion in its market, discovered that 
92.5 percent of Boston-area Negro 
homes had a tv set and that S5T 
percent of Negroes in that city 
watched television "at least once a 
day." 

More recently, ^'oung & Rubicam 
gathered available data on tv sat- 
uration in Negro homes, discovered 
it seldom went below 60 to 70 per- 
cent (small Southern cities) and 
jumped to the 90 percent bracket, 
or better, in the largest urban areas. 
Other studies by audience research 
firms, electric companies, radio sta- 
tions, department and appliance 
^tores, magazines, newspapers, sta- 
tion reps and agencies have simply 
confirmed this general pattern. 

What did advertisers and pro- 
gram planners do about the Negro 
tv audience — an audience num- 
bering rouglil) the ^amc as the en- 
tire population of Holland and Den- 
mark combined 

Until recently, the answer could 
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be summed up in two words: prac- 
tically nothing. 

On the surface, there seemed lit- 
tle need to do anything "special." 

Negroes watched tv in saturation 
doses, even though it was essential- 
ly a white man's medium apart 
from news coverage and guest shots 
by artists like Lena Home and 
Sammy Davis, Jr. A checkup a 
couple of seasons ago by Opinion 
Research discovered that: 

• 57 percent of Negroes see 
more than 20 hours weekly of tv 
fare. The same high level of tv is 
watched by only 44 percent of white 
tv families. 

• 42 percent of Negroes watch 
tv more than five hours daily. Com- 
parable white family: 25 percent. 

On some yardsticks, tv clearly 
out-measured radio listening in Ne- 
gro households. Young & Rubicam 
learned in a survey a season or so 



ago that 61 percent of young Ne- 
gro housewives watched tv at some 
time during the average weekday, 
as compared to a "listened to ra- 
dio" figure of 54 percent. 

Does this mean that tv will move 
in to supplant radio as a primary 
air medium for reaching the U. S. 
Negro? 

The' answer, by all present indi- 
cations, is "no," apart from those 
few special-appeal tv stations, ex- 
isting or blueprinted, which will 
aim programing specifically at Ne- 
groes and thus compete locally with 
radio. 

What media observers are most 
likely to see is simply more use of 
Negroes in general tv commercials, 
and in tv programs and dramas as 
well, to provide a "representation" 
of Negroes in normal, everyday U. 
S. life. This is what most Negro 
groups have asked of tv, as well 



as a chance for more jobs for Ne- 
groes backstage in the medium. 

Least likely is the developmen 
of large-scafe tv facilities, networJ 
or otherwise, for the developmen 
and airing of Negro-appeal pro- 
grams in the leading U. S. metro 
politan markets. 

As veteran broadcaster Egmon 
Sonderling, president of WDIy^ 
Memphis and the Sonderling Statior 
Group, put it to Sponsor: 

"There are a great many reason; 
why Negro tv won't be successfu 
on a large scale. Principally, it'; 
because the Negro wants the verj 
best, and doesn't like to settle foi 
second-rate. There isn't enough ad- 
vertising revenue around to supper 
the kind of Negro tv shows tha 
would compete with regular net 
work tv shows. Negro-appeal radic! 
today competes with any radio anyi 
where." ♦ 



Research underlines 
large Negro 
''consumption" of tv 

■ Advertisers do reach Negro households with tv. 
But whether their commercials motivate consumer pur- 
chases, or are merely tolerated, or arouse active re- 
sentment is something else again. Present trend among 
large advertisers is use of "integrated" commercials with 
Negroes and whites in ordinary, everyday circumstances 
such as supermarket shopping or job environments. So 
far, these have brought varied reaction from Negro 
organizations (including charges of "tokenism") but 
general reaction has been favorable. 

Research studies, however, show that tv viewing 
tastes, as well as amounts, do not differ remarkably 
between Negro and white households. Differences do 
exist, however. 

Negroes generally like action-adventure, detective, 
medical and legal drama as much or more than do 
whites. They tend to watch newscasts and commen- 
taries more regularly, probably due to interest in civil 
rights issues, political contests relating to racial mat- 
ters, etc. Their taste for situation comedy and comed- 
ians — probably because of past "stereotypes" of Ne- 
groes and because of the few Negro comedians in tv 
— is notably below the white household level. But their 
viewing of tv sportscasts — probably because of the 
successes of Negro athletes in major sports — is double. 



TV PROGRAM PREFERENCES 
NEGRO AND WHITE HOMES 

I 

Chart below, from study by Center for Research in 
Marketing, is comparison of taste in "tv programs i 
watched regularly" on a percentage basis. Note: fig- ' 
ures do not add to 100% due to multiple answers. ' 



Negro 


White 


Adventure-War Type 


20 


19 


Afternoon Serial 


15 


12 


Situation Comedy, Cartoon Comedy, 






General Comedy 


33 


47 


Comedian 


24 


41 


Detective Type 


28 


14 


Children's Cartoons 


3 


2 


Children's Programs 


4 


2 


Children's Comedy and Mystery 


2 


2 


Educational and Non-Fiction 


5 


4 


Lawyer Type 


26 


24 


Medical Type 


33 


36 


Mystery and Science Fiction 


19 


1 1 


Movies 


28 


30 


Music 


19 


22 


News, Weather & News Types 


92 


22 


Quiz Programs 


23 


22 


Religious Programs 


2 


1 


Sports Programs 


20 


10 


Variety Programs 


39 


39 


Theatre Type Programs 


8 


16 


General Programs 


10 


23 


Westerns 


42 


46 


Others 


9 


8 


N. A. 


4 


5 



I 
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Singar Emily Yancy drew t featurad roU in 
tvUvition commarciali for RCA-Victor «nd for 
|Wrlgl*y't Double-Miiit Gum, it j f>«w favorit* 
for print adt via Grace Del Marco agency. 



Negro fashion models are starting to show 
up in tv commercials, in the wake of a break- 
through In print media. Tall slant-eyed Barbara 
Banks has done a television spot for Playtex 



Maxwell House Coffee (General Foods) used 
lee Henderson as housewife in commercial 
about Negro couple visiting restaurant at New 

York World's Fair. Filming done on location. 



TV "AVERAGE WEEK" VIEWING CONSUMPTION 
IN NEGRO HOMES 



DAYTIME TV VIEWING PATTERN 
OF ADULT NEGROES 



Notionoi study conducted by Opinion Reseorch Cor- 
porotion shows percentoges of Negro men ond 
women, on various demographic yordsticks, wotch- 
ing tv more or less than 20 hours o week. As in 
white U.S. homes, tv wotching hos some tendency 
to peak in middle-income, middle-educotion house- 
holds, but its generol populority is strong. 



Same study by Opinion Reseorch Corporation also 
probed viewing habits of Negro men and women in 
doytime hours, with results shown below. Figures 
ore percentoges, reloted to various omounts of 
viewing and demogrophic data. 



20 Hours More thon 
or Less 20 Hours 



ADULT NEGRO POPULATION 



(Tv Households) 


43 


57 


Men 


52 


48 


Women 


36 


64 


21 - 29 yeors of oge 


38 


62 


30 - 39 years 


40 


60 


40 - 49 yeors 


43 


57 


50 - 59 years 


53 


47 


60 yeors or over 


48 


52 


Grode school or less 


42 


58 


High school incomplete 


36 


64 


High school groduote 


42 


58 


Some college 


59 


41 


Under $3,000 income 


40 


60 


$3,000 - $5,000 


36 


64 


$5,000 ond over 


53 


47 


Northeost 


48 


52 


North Central 


27 


73 


South 


55 


45 


West 


60 


40 



5 21 None 

Hours Hours or 

or 6-10 10-20 or Don't 
Less Hours Hours More Know 



ADULT NEGRO POPULA- 



TION (Tv Households' 


29 


16 


15 


1 1 


29 


Men 


34 


14 


1 1 


4 


37 


Women 


27 


17 


18 


16 


22 


21 - 29 yeors of oge 


34 


7 


19 


13 


27 


30 - 39 years 


27 


22 


12 


10 


29 


40 - 49 yeors 


33 


20 


16 


7 


24 


50 - 59 yeors 


25 


15 


13 


6 


41 


60 yeors ond over 


22 


10 


17 


26 


25 


Grade school or less 


27 


1 1 


16 


13 


33 


High school incomplete 


28 


22 


9 


1 1 


30 


High school graduates 


31 


21 


19 


1 1 


18 


Some college 


38 


8 


16 


4 


34 


Under $3,000 income 


34 


14 


16 


1 7 


19 


$3,000 - $5,000 


25 


17 


17 


7 


34 


$5,000 and over 


32 


18 


14 


8 


28 


Northeost 


29 


18 


10 


10 


33 


North Central 


21 


19 


22 


13 


25 


South 


39 


9 


1 1 


1 1 


30 


West 


48 


20 


8 


8 


16 
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Two views of Negroes in tv: 



Lever Bros.' Hal Webber believes use of Negroes in 
television advertising is normal, natural; Carol Taylor, 
president of Negro Women on the March, claims tokenism 



■ In social revolutions, it's tra- 
ditional that those against whom the 
revolution is direeted, even liberals, 
seek to create reform without reek- 
ing the boat too violently, while 
those in the forefront of the revolt, 
even moderates, seldom feel that 
whatever reform is achieved is 
enough. 

This is true of the revolution 
still going on in tv in which Ne- 
groes — actors, models, personali- 
ties — arc being seen in tv com- 
mercials for a growing number of 
national or regional tv-sold prod- 
ucts. 

Actually, this difference between 



the viewpoints of liberal advertisers 
and moderate Negro leaders pro- 
vides a clue to what is happening on 
both sides of the tv set and a bench- 
mark for advertisers mapping inte- 
grated tv commercials for fall. 

Two of the many interviews eon- 
ducted by Sponsor in preparing 
this 1964 report on air media's 
role in the U. S. Negro market put 
a particularly sharp focus on the 
problem. 

One was conducted with H. H. 
(Hal) Webber, veteran adman now 
consumer relations vice president 
for Lever Brothers, one of the coun- 
try's top broadcast advertisers. 



The other was conducted witl 
Carol Taylor, chic, elegant Negn, 
career woman who was the first o, 
her race to become a hostess for ;, 
U. S. airline (Mohawk), and who i:i 
now the president of a moderate 
activist group, Negro Women oi 
the March. 

Here's what Lever adman Web 
ber told Sponsor concerning hii 
company's current marketing phil 
osophy: 

"We are not sociologists, and \v( 
try to be good businessmen. W( 
make 'general' products, and w{| 
use 'general' ad media to sell them 
Negroes, and other ethnic groups 
use our products, and we sell then 
as much and as hard as any othei 
segment of our customers. We fee 
no obligation for a 'directed' medi: 
effort for the bulk of Lever prod- 
ucts. 



Meanwhile, Lever's integrated commercials roll on for a host of firm's products, 

Including Breeze ... ... and Rinso . . . 
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the adman, 
the activist 




THE ADMAM H H "H»l" 
Wobbcr it top consumer f»< 
Utiont vic« pretidani of 
lever Brother*, feeli Negroet 
thould b* u>«d in Iv com- 
morciilt where "n»lur*l." 
but not where (ontroverti<l. 



"However, in August of last year 
we nwoke to the fact that, aUhough 
wc hiiJ been careful in ninny areas, 
we h;id been largely blind to our 
basic obligations to American Ne- 
groes. When this was pointed out 
to us, we realized the complaint was 
;i just one. 

"Since then, we have made a 
special and determined effort to en- 
courage our agencies, and the pro- 
ducers and networks whose tv shows 
wc buy, to use Negro models and 
'actors in normal, natural situations. 
That's the key to the whole thing 
— "normal, natural.' Wc are not 
trying to create change, we're try- 
ing to reflect it." 

I The changeover in Lever com- 
. mercials (an effort approved, in- 
cidentally, by top Lever manage- 
• nient) is extensive. According to 
Webber, in the latest crop of Lever 




THE ACTIVIST: PrejJdenl of new 
group, Negro Women on the March, 
It articulate Carol Taylor, reglttered 
nurte, former airline hottett for Mo- 
hawk. Tv thould tel a pace, the feelt. 



tv commercials there are 38 com- 
mercials for 13 different Lever 
products in which NegrcKs are seen. 
Of these, 2Ci are in active use in 
network and spot t\. "1 here's no 
effort to 'regionali/e' the use of our 
integrated commercials," says Web- 
ber. "The>'rc in a tv pool without 
any distinguishing code numbers." 
Products range from soaps and 
cleaners (All, Bree/e. Wisk) to 
toothpaste (Pepsodent, Stripe, 
Shield). 

By contrast, here's what spokes- 
woman Ta\Ior told Sponsor con- 
cerning the reactions of herself and 
other Negroes to the new trend 
toward integrated commercials from 
Lever and other big tv users: 

"Yes, these commercials repre- 
sent a breakthrough. But don't poun 
to "breakthroughs' and expect a 
show of pride from me. When I'm 



and All 



and lux liquid 
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and Stripe 



Still behind the eight-ball, don't ex- 
pect me to appreciate it. What's 
gone on the air so far in tv com- 
mercials is tokenism. 

"Advertisers aren't going to get 
anywhere, or remove any threat of 
economic boycott, by being self- 
consciously nice. Negroes resent 
charity, just as they would resent 
the total exclusion of their race 
from tv commercials which are sup- 
posed to picture typical situations. 

"The average Negro housewife 
isn't too concerned with whether a 
company discriminates in its tv com- 
mercials or employment practices. 
At least, not most of the time. She 
is more concerned with the price of 
a loaf of bread. But apathy in the 
face of discrimination is wrong, and 
Negroes are beginning to realize 
this. 



"As far as I'm concerned, big 
business will have to take the stand 
that they should help lead the coun- 
try, even in tv commercials. Sure, 
they may find themselves portray- 
ing social situations with Negroes 
in commercials that are not quite 
normal, but they should take a 
chance and do so." 

Proof that tv commercials are 
a reflection of life, despite the pro- 
duct messages some wise old gran- 
nies in slicc-of-life commercials are 
called on to voice, can be seen in 
the tv treatment of a touchy sub- 
ject: integrated housing. Negro 
leaders almost universally have de- 
manded that Negroes be allowed to 
live where they choose. A News- 
week poll of rank-and-file Negroes 
revealed that more than six out of 
10 would like to move to a mixed 



neighborhood if they could find thi 
right house. 'Other surveys, includ 
ing a follow-up by Newsweek, have 
shown that most U. S. whites ap' 
prove of a variety of equalities fo: 
Negroes (jobs, schooling, restaur- 
ants, etc.), but many draw a sharf 
line at living next door to them 

Although Negro spokeswomar 
Taylor believes that business firm; 
should point the way in portraying 
among other things, integratcc 
housing in tv commercials, large 
corporations are likely to walk soft- 
ly in this area, to judge from the 
reaction of Lever adman Webber 

"We probably wouldn't shov 
side-by-side housing with Negroe. 
and whites, or social situations thai 
arise from it. So far, this is the 
exception rather than a 'natural 
part' of American community life.' 
Showing a Negro housewife and a. 
white housewife chatting over the 
back fence about the family wash 
just isn't a natural situation in most 
of the country." 

In the last analysis, integrated 
commercials have to appeal to 
vast tv audience, not just a handful i 
of Negro leaders or white corpora-' 
tion executives. How does the audi- 
ence feel about such commercials, 
particularly those produced for pio- 
neering Lever Brothers? ' 

Reported Webber: "We've had 
millions of tv exposures with our 
integrated commercials. We've had 
less than 100 letters from viewers 
— and believe nic, they write if they 
have something to say — and only 
a third of those were unfavor- 
able." ♦ 



and Wisk 



and Pepsodent. 
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Full-time Negro 
tv outlet continues 

to prosper 

Washington's WOOK-TV paves the way 
for possible Negro tv station proliferation 




'rogrjmmg for youngsters in Washington Negro community is Saturday afternoon feature of 
WOOK-TV schedule. Here, Negro camera crew focuses on youngsters attending the in-studio 
'Aunt Mary's Birthday Party," a potpourri of games, prizes, cartoons sponsored by food-shop chain. 



■ Although "gciicrnl iiinrkct" tv hns 
considerable popularity among 
Negroes. Negro-appeal tv has barely 
ijotten off the ground. 

A year ago. Sponsor reported 
^^n WOOK-fv Washington. It was 
4hcn the only operating tv station 
|which aimed its programing at Ne- 
^ro \ie\vers. A year later, it's still 
the only such station, although its 
owner — United Broadcasting Com- 
pany — hopes to activate Xegro- 
appcal tv outlets in the Baltimore, 
Detroit and Norfolk areas. 

The failure of Negro-appeal tv 



to emerge with anything like the 
strength of Negro-directed radio is 
due to several ironic factors. A late 
starter on the tv scene. Negro tv 
will probably be confined to the 
UHF band. Despite the ruling 
which requires all new sets to be 
all-channel, it's been a long, slow 
process getting Negro set owners to 
buy converters or new sets in a 
quantity that will interest major- 
agency timcbuyers: other purchases 
usually make prior demands on the 
Negro's disposable dollar income. 
Negroes have proved, again and 



.ig.iin, that tlicN will seek out and 
.issDci.ite theniscKes \\\\\^ Negro air 
[vrsoii.iliiies. What has usuallv hap- 
pened Ml such cases IS that Negro 
lisicners luue fmind one or more 
railio stations uhieh program spe- 
cifically for Negroes with all the 
skill and polish of an\ general mar- 
ket stati(>n. In t\, this presents an 
obvious problem. It would he diffi- 
cult and expensive, to sa\ the least, 
to program a Negro-appeal \\ sta- 
\\ow which would he as good, vis-a- 
vis the general market tv stations 
in the market, as Negro-appe;il ra- 
dio outlets are against the general- 
market radio stations. 

This, in turn, throttles back the 
drive among Negroes to find and 
support a brand of tv that is their 
own. Coupled with the growing in- 
tegration practices of general tv 
commercials and programs, it's sur- 
prising that there is any spccificallv 
Negro-appeal tv at all. 

Hut exist it docs, in the form of 
W'OOK-TV. which now claims a 
pi)tential of nearlv 250.000 sets 
capable of receiving its channel 14 
signal in the Washington area 

\\'OOK-T\'. operated by a staff 
that is 75 rn-'reent Negro "in all 
departments" (news, engineering, 
etc.). operates during tv's peak 
viewing hours — 5:00-11:00 p m. 
six days a week, and 2:45-11 p.m. 
on Saturdavs. Half of the station's 
procraming is live; the remainder 
is film or tape. 

'To date." L'BC officials told 
Sponsor. ' United Broadcasting has 
invested an estimated SI million 
in WOOK-TV. While not offering 
the facilities of its multi-million- 
dollar \'HF competitors. WOOK- 
T\' is a model of compactness and 
cfficicncv with such features as 
Ampex \TR machines, RCA cam- 
eras, a large nuilti-purposc studio, 
plus numerous other specially tail- 
ored telccastins: facilities. 

"Such national advertisers as 
Sinclair Oil. Wonder Bread. Beech- 
Nut Baby Foods and Coffee. Pren:- 
tor-Silex and others have utilized 
the WOOK-T\' studios to produce 
Necro talent commercials" 

I atest cumulative audience fig- 
ure, according to PuKe During its 
evening programing periods, 
W OOK-T\' reaches a total of S5.- 
000 to 90.000 Negro homes at s . 
time ♦ 



Researchers have found that 
I "self-improvement" is a major 
drive in adutt Negro community. 
In Monday night lineup on 
Washington's Negro - appeal 
WOOK-TV is feminine-angled 
show hosted by Washington 
charm school owner Precola De- 
Vore(r), aided by Dee Porter 
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Directory of major Negro-appeal 
radio stations in the United States 



To compile this directory, Spon- 
sor sent questionnaires to close to 
500 radio stations which had been 
listed in various sources as Negro- 
appeal programcrs. This list, how- 
ever, is not intended as a directory 
of all stations which program to 
Negro listeners. It is a directory of 
stations which, according to avail- 
able information, broadcast a mini- 
mum of 12 hours of Negro-appeal 
programing a week. 

A dagger after a station's call 
letters indicates that its programing 
is 100 percent Negro-appeal. On 
page 58 is a directory of stations 

ALABAMA 

Negro Population 980,271 

White Population 2,283,609 



Andalusia 
WCTA 920 kc 5 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 

Anniston 

WANA 1490 kc 

Negro-Appeal Programing 
(Information not supplied) 

Auburn 

WAUD 1230 kc 1 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 



500 w (n) 
Percent 



250 w 
Percent 



Manager 



250 w (n) 
Percent 

Elmer G. Salter 



Birmingham 



WENN (Homewood)t 1320 kc 


5 kw* 


Negro-Appeal Programing 


Percent 


Music 


53 


News 


fa 


Interview 


1 


Sports 


1 


Religion 


34 


Public service 


5 


Manager 


Joe Lackey 


Representative Bernard Howard 


WJLDt 1400 kc 1 kw (d) 


250 w (n) 


WJLD-FM 104.7 mc 


20 kw 


Negro-Appeal Programing 


Percent 


Music 


63 


News 


11 


Sports 


2 


Religion 


14 


Public service 


4 


Other 


1 


Manager 


Otis Dodge 


Sales Manager 


Tom Hopson 


Representative 


Boiling 


Brewton 




WEBJ 1240 kc 1 kw (d) 


250 w (n) 


Negro-Appeal Programing 


Percent 


(Information not supplied) 




Manager J 


W. Gardner 


Representative 


Keystone 



which replied to the questionnaire 
showing their classification by the 
percentage of negro-appeal pro- 
graming they carry. 

An asterisk after a station's power 
information indicates that it is a 
daytime-only station. FM affiliates 
are shown only if their programing 
is at least 50 percent duplication of 
the AM station. Stations are listed 
by the cities they serve, as indi- 
cated in returned questionnaires. 

Programing and personnel in- 
formation is given only for those 
stations which returned Sponsor's 
questionnaire. 



Butler 

WPRN 1240 kc 1 kw (d) 250 w (n) 

Negro-Appeal Programing Percent 
(Information not supplied) 

Clanton 

WKLF 980 kc 1 kw (d) 250 w (n) 

WKLF-FM 100.9 mc 370 w 

Negro-Appeal Programing Percent 

Music 70 

News 5 

Sports 5 

Religion 10 

Public service 5 

Other 5 
Manager 
Representative 



James H. Dennis 
Continental Radio Sales 



Decatur 

WMSL 1400 kc 1 kw (d) 250 w (n) 
Negro-Appeal Programing Percent 
(Information not supplied) 

Demopolis 

WXAL 1400 kc 1 kw (d) 250 w (n) 
Negro-Appeal Programing Percent 
(Information not supplied) 

Enterprise 

WIRB 600 kc 1 kw' 

Negro-Appeal Programing Percent 
(Information not supplied) 



WULA 



Eufaula 
1240 kc 



Negro-Appeal Programing 

Music 

News 

Interview 

Religion 
Manager 
Sales Manager 
Representative 

Evergreen 

WBLO 1470 kc 

Negro-Appeal Programing 
(Information not supplied) 



250 w 
Percent 
80 
10 
5 
5 

Larry E. Calla\\ay 
John T. Lingo 
Keystone 



1 kw* 

Percent 



Florence 

WJOI 1340 kc 1 kw (d) 

Negro-Appeal Programing 
(Information not supplied) 



250 w (n)- 
Percent 



WEUPt 
Negro- Appeal 

Music 

News 

Interview 

Sports 

Religion 

Public service 
Manager 
Representative 



Huntsville 
1600 kc 
Programing 



5 kw 

Percen 
3 
12 



WJAM 

Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 
Manager 
Representatives 



Leroy Garrett 
Continental Radio Sales | 

Marion 

1310 kc 5 kw' 

Percent 
6 



3 

Robert G. Morr 
Vic Piano, Keystone 



WGOKt 
Negro-Appeal 

Music 

News 

Interview 

Sports 

Religion 

Public service 
Manager 
Representative 



Mobile 
900 kc 
Programing 



WMOZt 

Negro-Appeal 

Music 

News 

Sports 

Religion 
Manager 
Sales Manager 
Representatives 



960 kc 

Programing 



1 kw' 

Percent 
55 
5 
3 
2 

30 
5 

Bob Grimes 
Bob Dore 



1 kw* 

Percent 
50 
5 
1 
44 

W. H. Dutton 
Robert B. Pope 
Gill-Perna, Dora-Clayton 



Montgomery 

950 kc 
Programing 



WRMAt 
Negro- Appeal 

Music 

News 

Interview 

Religion 

Public service 
Manager 
Sales Manager 
Representative 



Opelika 

WJHO 1400 kc 1 kw 
Negro-Appeal Programing 
(Information not supplied) 

Selnia 

WGWC 1340 kc 1 kw 
Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 
Manager 
Representative 

WHBB 1490 kc 

Negro-Appeal Programing 
(Information not supplied) 

Tuscaloosa 
WTUGt 790 kc 

Negro Appeal Programing 
Music 



1 ksif» 
Percent 
SO 
7 
2 
6 
5 

Judd Sparling 
Ed Creech 
Bernard Howard 

I 

250 w (n) 



(d) 



(d) 



250 w (n) 
Percent 



5 
15 
50 

Bob Martin 
Hal Holman 

250 w 
Percent 



500 W 
Percent 
45 
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TO COAST... 



We ofTcr qualily Srpro radio with greater cov- 
erage of major Negro markets than any other 
representative in the country. Bernard Howard 
&: Company is identified with the top Negro 
programmed radio stations across the nation. 

BERNARD HOWARD & CO., INC. 

radio and Ivlri i^ion station rr/'rr-rn t lni~ 

770 PARK AVENUE NEW YORK 17, N Y . Oxford 7J7SO 



NEW YORK . CHICAGO • ATUANTA • uOS ANG£t-ES • SAN FRANCISCC 
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AS MUCH A PART OF WASHINGTON 

AS THE CAPITOL... 



WOOK 




serving the Washington community for 





CLIFF NOllANO 




24 Hours A Day Washingtonians Know 

WOOK-1340 

Is The Place On The Radio Dial tor: 

ENTERTAINMENT 
NEWS 'SPORTS 




HAZEL SMITH 




SAMMT JAY 



r \M00K-TVJ 

W Channel? 


TIMELY DISCUSSIONS 

HOSTED 24 HOURS A DAY BY WASHINCTONS 0 WN PERSONALimS ^^^^^ # 

AL CLARK 


\ WOOK-RADIO & WOOK-TV 1 

I A DIVISION OF UNITED BROADCASTING COMPANY | 
1 SU1 111 Ploc< N C 1 




I ^ ■•pr»»»nie<i Nalionollv hy NEW YO«K UBC iolr», frob Wih.q 7 Ia*l J3rd St CHICAGO UBC Sole*, Warren Oai%>*li. 4»0 N M.ch.gon Ave WnpUj 
1^ BIdg ATLANTA. SOUTH Do'o Aee>%<v 770 Carneg.e Btdg Atla.%ta 3 G*o.gK> HOLLYWOOD J.m Go«e» Sovotl* Gofei 633» Hollywood BIwd 



OVER 246,0N 



nSEIS 





WOOK-TV 

14 




UHF 



IN GREATER WASHINGTON. D.C 

(j(]e cfou..^ 



THE WASHINGTON PUBLIC 
FOR YOUR ENTHUSIASTIC 
RESPONSE DURING THE 

SECOND 
YEAR 

OF 

WOOK-TV 



For something different in 
TV enjoyment look to WOOK-TV 
e\/ery e\/ening 

7 DAYS A WEEK 




MoKolio Jockion 
Sing I 



F«atur« 
Movi* 




L<Kol N«w« with 
Ed Oor««Y 




Porfy 



Joii S<«'«* 
U S A 




SOON WJMY.IV ALIEN PABK (DETROIT* 
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FIRST IH 
ST. LOUIS 

IN RESPONSIBILITY! 
IN RATINGS! 

KATZ sponsors the cause of 
civic progress for all St. Louis 
and East St. Louis. 

Unchallenged leadership in 
an urban area where one per- 
son in three is Negro, imposes 
special responsibilities that 
KATZ accepts and fulfills. 

Every St. Louis budget should 
include KATZ, where prestige 
is a no-cost plus! 



GIVES YOU 
DOUBLE EXPOSURE 
IN ST. LOUIS 

FULLTIME — 5,000 WATTS 

Martin O'R. Browne, General Manaser 
Represented Nationally by 

SAVALLI/ GATES, INC. 



News 

Interview 

Sports 

Religion 

Public service 

Other types 
Manager 
Sales Manager 
Representatives 



W. 
U. Jay 
National Time 
Sandeberg, Bernard I 



8 
2 
1 
42 
1 
1 

. Dove 
Gilbert 
Sales, 
. Ochs 



ARIZONA 

Negro Population 51,800 

White Population 1,169,591 



Phoenix 

KCACt 1010 kc 

Negro-Appeal Programing 
(Information not supplied) 



ARKANSAS 
Negro Population 
White Population 



500 w« ■ 

Percent 



. 388,787 
.1,395,703 



Benton 

KBBA 690 kc 

Negro-Appeal Programing 
(Information not supplied) 



250 W 
Percent 



How much Negro-appeal programing? 

This (directory groups radio stations by the percent of their 
programing which is directed to Negro listeners. It docs not 
include stations which, according to available information, broad- 
cast less than 1 2 hours a week of Negro-appeal programing. 

The list is compiled primarily of stations which responded to 
Sponsor's Negro programing survey. It is not a directory of all 
stations scheduling a minimum of 12 Negro-appeal hours weekly 
(for that, sec page 54). 



LESS THAN 25% NEGRO-APPEAL PRO- 
GRAMING 



ALABAMA 

Auburn 

FLORIDA 

Fort Lauderdale 

ILLINOIS 

Chicago 



LOUISIANA 

Lake Charles 

MARYLAND 
Baltimore . 

MISSISSIPPI 

Greenville . .. 
West Point .. 

NORTH CAROLINA 

Wilson . 

TEXAS 

San Antonio 

VIRGINIA 

Gloucester . 



WAUD 



WFTL 



WOPA 



KAOK 



WITH 



WGVM 
WROB 



WGTM 



KCOR 



WDDY 



25 TO 50% NEGRO-APPEAL PROGRAM- 
ING 



ALABAMA 
Brewton 
Clanton 
Eufaula 
Marion 
Selma 

FLORIDA 

Quincy 

KENTUCKY 
Lebanon 



WEBJ 
WKLF 
WULA 
WJAM 
WGWC 



WCNH 



WLBM 



LOUISIANA 
Lafayette 

MISSISSIPPI 

Belzoni . 
Canton . 
Clarksdale 

NEW JERSEY 

Newark . 

NORTH CAROLINA 

Shelby . 

SOUTH CAROLINA 

St. George 

Sumter . 

TENNESSEE 
Nashville ... 

TEXAS 

Marshall 



VIRGINIA 
Petersburg 



KVOL 



. WELZ 
. WMGO 
WROX 



WHBI-FM 



WADA 



WQIZ 
WSSC 



WLAC 



KMHT 



WSSV 



50 TO 75% NEGRO-APPEAL PROGRAM- 
ING 



CALIFORNIA 
Bakersfield 

FLORIDA 
Jacksonville 

GEORGIA 
Augusta 
Griffin .. 

INDIANA 
Indianapolis 

VIRGINIA 
Tasley 



KWAC 



WRHC 



WTHB 
WRIX 



WGEE 



WESR 
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Little Rock 

KOKYt 1440 kc S kw* 

Ntqro Apppal Proqr iminq Pfr fnt 

Mirt 52 

UtfT, 1 

Intfrvirw I 

bporls ? 
Religion 

Public scrviit 2 
Manager EJajtcJ VV Phf in 

Sj « M.iniger W C Benson 

Reprrsentat ves Bob Core Bem.ird I Octn 



Inf-r at " n t upp ej) 
M iiugrf 



J B 



B b D rr 



Pine Bluff 

KCATt 1530 kc 

Negro Appeal Program ng 



250 W 

Percent 



KOTN 1490 kc 

KOTN-FM 92 3 ok 

fjejro Appea Pr riniing 

(Infor-ii ilion t u( 0 



Searcy 

KWCB 1300 kc 

Negro Appeal Proqraniing 
(Infornvit on n I upp led) 



AT lEAST 75% NECROAPPEAl PRO- 
GRAMING 



ALABAMA 

Birmingham 

Birmingham 

HunUville 

Mob c 

Mobile 

Montgomery 

Tuscaloosa 

ARIZONA 
Phoen X 

ARKANSAS 
Little Rock 
Pine B uff 

CALIFORNIA 
Los Angeles 
Los Angeles 
Oakland 
San Francisco 

DISTRICT OF COLUMBIA 

Washington 
Washington 

FLORIDA 

Daytona Beach 
Ft Lauderdale 
Jacksonvi l( 
Miami 

Miami Beach . 

Ocjia 

Orlando 

Pensacola 

Tampa 

Tampa 

GEORGIA 
Atlanta 
Atlanta 
Augusta 
Co umbus 
Co umbus 
Macon . 
Savannah 

ILLINOIS 

Chicago 
Chicago 
Chicago 

KENTUCKY 
Louisv le 

LOUISIANA 
Baton Rouge 
New Orleans 
Shreveport 

MARYLAND 
Ba t more 
Baltirrore 
Baltimore 

MASSACHUSEnS 
Boston 



WENN 
WJLD 
WEUP 
WGOK 
WMOZ 
WRMA 
WTUG 



KCAC 



KOKY 
KCAT 



KDAY 
KGFJ 
KDIA 
KSAN 



V;OOK 
WUST 



WELE 
WRBD 
WOBS 
WAME 
WM3M 
WKOS 
WO KB 
WBOP 
WTMP 
WYOU 



WAOK 
WERO 
WAUG 

WCLS 
WOKS 

WIBB 
WSOK 



WBEE 
WVufJ 
WYNR 



WLOU 



V.XOK 
WB K 
KAN 3 



WEBB 
WSID 

WAN 



WILD 



MICHIGAN 
Dctro t 
Fl nt 

MISSISSIPPI 
Greenville 
Jactson 

MISSOURI 

Kansas City 
St. Louis 
St Louis 

NEW JERSEY 

Newark 

NEW YORK 
Buffa 0 
New York 
New York 

NORTH CAROLINA 
Charlotte 
Charlotte 
Durham 
Greensboro 
Raleigh 

Winston-Salem 

OHIO 

Cleveland 
Cleveland 
Columbus 

PENNSYLVANIA 

Ph' adelphia 
Ph' adelphia 
Pittsburgh 
Pittsburgh 

SOUTH CAROLINA 

Charleston 
Columbia 
Florence 
Kingstree 

TENNESSEE 
Chattanooga 
Memph s 
Mcmph s 
Nashville 

TEXAS 

Beaumont 

Di as Fi V'.ortn 

Houston 

Houston 

Ty er 

VIRGINIA 
Danv e 
Nor'o k 
Norfo k 
R c^rnonj 
R chmond 

WISCONSIN 
M waute* 



in 
»l 

250 w 
32 k* 

Per t 



1 VW* 



v;cHB 

WAN' VI 



WE (" 
WOK J 



KPRS 
KATZ 
KXLW 



WNJR 



WUFD 
WLIB 
WWRL 



WGIV 
WRPL 
WSRC 
WEAL 
WLLE 
V/AAA 



WABQ 
WJMO 
WVKO 



WOAS 
WHAT 

WAMO 
WZUM 



WPAL 
WOlC 
WYNN 
WDKD 



WNOO 
WD I A 
WLOK 
WVOL 



KJET 

K,>J K 
KC H 
KYOK 
KZEY 



v.! LA 
WHIH 
WRAP 
.'.A NT 
V.IM 



V. A\'. ; 



WIBB 

Macon 
and Middle Georgia 

watts 



EXCLUSIVE 

100% 
NEGRO 
PROGRAMMING 



INCLUDING Georgia's largest 
single industry - - Warner Robins 
air materiel area, with the largest 
payroll in the state - - $124,132,- 
000 annually. 



Reach this rich market through 
Macon's most powerful in- 
depencJent station - - - 



WIBB 



1280 KC 

Represented By: 

Bernard Howard & Co. National 
Dora-Clayfon Agency-Southeas*. 
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Some Negroes have money- 
Others don't. 
Some are well educated- 
Others are not. 
Some like sports- 
Others can live 
Without it. 

Simply put: 
People are people. 
And most people 
Buy from people 
"Who understand them 
Best. 

That's the real reason 
To buy Negro radio. 

Ifegroes are closer 
To Negroes. 
So- they communicate 
Better with Negroes. 
They trust them more. 
It's as elementary 
As that. 

One station in the 
Greater New York 
Negro Community 
That everybody trusts 
is 

>ILIB. 

This symbol of faith 
Is its measure 
Of strength. 
It's the true power 
Of any station: 
Better than wattage- 
Better than numbers - 
Better than anything. 

Think about it. 

One doesn't buy time 

Just to reach 

An audience, but 

To persuade them, too. 

And for that- 

You need people 

"Who speak best 

To the people 

You hope to sello 



WIIB 



310 LENOX AVENUE. AT 125lh ST. NEW YORK 27, 



PRCXKUKKING TO THE NECmO CCglKUNITT 
7 DAYS A vm. - - 365 DAYS k YEAR. 



Wynne 

KWYN 1400 kc 1 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 



250 w (n) 
Percent 



CALIFORNIA 

Negro Population 883,861 

White Population 14,455,230 



Bakersfield 
KGEE 1230 kc 1 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 

KWACt 1490 kc 1 kw (d) 
Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 

Public service 

Other 

Manager Robert J. 

Sales Manager 
Representative 



250 w (n) 
Percent 



250 w (n) 
Percent 
55 
10 
10 
5 
10 
5 
5 
Sr. 
Lou 



Duffy, 
Jack 



National Time Sales 



Inglewood 

KTYM 1460 kc 

Negro-Appeal Programing 
(Information not supplied) 

Long Beach 
KGER 1390 kc 

Negro-Appeal Programing 
(Information not supplied) 

Los Angeles 
KDAY (Santa Monica)* 1580 
Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 
Manager 
Representative 



kc 



5 kw" 
Percent 



5 kw 
Percent 



50 kw' 
Percent 
69 
5 
8 
3 
15 

Norm Posen 
Continental 



KGFJt 1230 kc 1 kw (d) 250 w (n. 



Negro-Appeal Programing 

Music 

News 

Sports 

Religion 

Public service 
Manager 
Sales Manager 
Representative 



KDIAt 

Negro-Appeal 

Music 

News 

Sports 

Religion 

Public service 
Manager 
Representative 



Oakland 
1310 kc 
Programing 



Percent 
55 
10 
5 
8 
22 

Thelma Kirchner 
Molly Low 
Bernard Howard 



1 kw 

Percent 
59 
6 
5 
20 
10 

Conway 
Howard 



Walter 
Bernard 



San Francisco 

KSANt 1450 kc 1 kw (d) 250 w (n) 

Negro-Appeal Programing Percent 

Music 55 

News 10 

Sports 5 

Religion 10 

Public service 20 

Manager Hank Gu^ik 

Representatives Bob Dore, Dora-Clayton, 

Savalli/ Gates 



DELAWARE 

Negro Population 60,688 

White Population 384,327 



Wilmington 
WILM 1450 kc 1 

Negro-Appeal Programing 
(Information not supplied) 



kw 



250 w 
Percent 



DISTRICT OF COLUMBIA 

Negro Population 411,737 

White Population 345,263 

Washington 

WOOKt 1340 kc 1 kw (d) 250 w (n) 
Negro-Appeal Programing Percent 
(Information not supplied) 



WUST (Bethesda, Md.)t 
Negro-Appeal Programing 
(Information not supplied) 



1120 kc 



250 w 

Percent 



I 



FLORIDA 

Negro Population 880,186 

White Population 4,063,811 



Crestview 

WCNU 1010 kc 

Negro-Appeal Programing 
(Information not supplied) 

Daytona Beach 
WELE (South Daytona)* 1590 kc 
Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 

Public Service 

Other 
Manager 
Representative 



1 kw' 
Percent 



1 kw' 

Percent 
60 
10 
1 
2 
7 
10 
10 

Jerry Norman 
Bernard I . Ochs 



DeFuniak Springs 
WZEP 1460 kc 

Negro-Appeal Programing 
(Information not supplied) 

Fernandina Beach 
WRAP 1570 kc 

Negro-Appeal Programing 
(Information not supplied) 



1 kw* 

Percent 



1 kw' 
Percent 



Fort Lauderdale 
1400 kc 
Programing 



WFTLt 
Negro-Appeal 

Music 

News 

Religion 
Manager 
Sales Manager 
Representative 



WRBD (Pomano Beach)* 
Negro-Appeal Programing 
Music 
News 
Interview 
Sports 
Religion 
Public service 
Manager 
Sales Manager 



250 w 
Percent 
36 
4 
60 

Walter B. Dunn 
Bob Peggs 
Jack Masia 



1470 kc 



Paul 
Paul A. 



5 kw* 

Percent 
69 
6 
2 
3 
17 
3 

E. Hoy 
Stevens 



Representatives 



Dora-Clayton, Bob Dore 



Fort Pierce 

WARN 1330 kc 1 kw (d) 500 w (n) 
Negro-Appeal Programing Percent 
(Information not supplied) 

Gainesville 

WPUP 1390 kc 5 kw' 

Negro-Appeal Programing Percent 
(Information not supplied) 



WOBS* 
Negro-Appeal 

Music 

News 

Interview 

Sports 

Religion 

Public service 

Other 
Manager 
Sales Manager 
Representative 



Jacksonville 
1360 kc 
Programing 



5 kw' 

Percent 
80 
5 
3 
2 
5 
4 
1 

Alexander Keirsey 
George W. Johnston 
Gill-Perna 
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SPONSOR 



In Philadelphia . . . 

SALES in the 

NEGRO MARKET 
means your > 

TARGET is . . . £ 





Here are 5 reasons why 



i 





WHAT serves Americifs Third largest Negro market 
— more '.lum 750,000 strong! 



WHAT reaches this Affhicnt buying potential 
— $900,385,000.00 effective \ei;ro /j/n//ij? income 



WHAT blankets its comnuinity completely 

— Non-directional . . . 24 hours a lUiv 



WHAT works for the client consistently 
— tlie larf;est merchandi<;ini;-niarkctini; staff 



WHAT participates in its market 

— recent community service projei t drew 25,000 persons 



All of which means WHAT is the Voice of the Negro in Philadelphia 

WHAT Radio Center ^JilVX^'li^^^^^^^^^^ TR8-1500 

REPRESENTED NATIONALLY BY GILl-PERNA, INC. SOUTHEAST DORA-CLAYTON AGENCY, INC 
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Jacksonville 

WRHC 1400 kc 250 w 

Negro-Appeal Programing Percent 
(Information not supplied) 

Manager Harold S. Cohn 

Representative Hal Walton 

Madison 

WMAF 1230 kc 1 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 



Manager 
Sales Manager 
Representative 



Ted Wilson 
Jack Speigel 
Bob Dore 



250 w (n) 
Percent 



WAMEt 
Negro- Appeal 

Music 

Nevi^s 

Intervievi? 

Sports 

Religion 

Public Service 



Miami 
1260 kc 
Programing 



5 kw 
Percent 
60 
ID 
8 
2 
15 
5 



V(/MBMt 
WMBM-FM 
Negro-Appeal 

Music 

Nevi^s 

Intervievi? 

Sports 

Religion 

Public service 
Manager 
Sales Manager 
Representative 



WKOS* 



Miami Beach 
1490 kc 
93.9 mc 
Prog raming 



250 w 
13 kw 
Percent 
68 
2 
3 
1 

ts 

4 

Allan B. Margolis 
Alexander Klein, Jr. 
Bernard Howard 



Ocala 
1370 kc 



5 k\v* 



c/unom/c 
orooofcosf/ng 




/nc. 




WAMO-PITTSBURGH-*First by far in Pittsburgh Negro Ra(dio. 
Double WAMO serves ten counties of Western Pennsylvania, Ohio 
an(d West Virginia with strong clear channel service on 860 KC 
and with 72,000 watts FM both night and day . . . over 250,000 
negroes! WAMO coverage includes the big mill towns outside 
Pittsburgh that total more population than Pittsburgh itself. 

WUFO-BUFFALO- Programing full time to the Buffalo Negro 
market which increased 143% between 1950-1960. One of 
America's fastest growing negro markets! 

COMING SOON ... A third major market station to be added to 
Dynamic Broadcasting's growing group of stations serving the 
Negro Market. (Pending F.C.C. Approval) 

•■^Pittsburgh Metro Pulse-September 1963 



7unom/c 
/nc. 



Bernard Howard 

NATIONAL REPRESENTATIVE 

Leonard Walk 

PRESIDENT 

Joe Basset 

VICE PRESIDENT— NATIONAL SALES MANAGER 

Call 471-2181 Area Code 412 



Negro-Appeal Programing 
Music 
News 
IntervieviT 

Sports ,^ 
Religion 
Public service 
Other 

Manager R. L, 

Sales Manager Hal 
Representative 



Percent 
55 
9 
1 
1 
30 
2 
2 

Gilliam 
E. Wert 
Dora-Clayton 



Orlando 

WO KB (Winter Garden)* 1600 kc 
Negro-Appeal Programing 

Music 

News 

Religion 

Public service 
Manager Jack 
Representative 

Panama City 
WDLP 590 kc 

Negro-Appeal Programing 
(Information not supplied) 



1 kw' 
Percent 
75 
8 
12 
3 

H . Everbach 
Dora-Clayton 



1 kw 

Percent 



WBOP 

Negro-Appeal 

Music 

News 

Interview 

Sports 

Religion 

Public service 

Other 
Manager 
Representative 



Pensacola 
980 kc 
Programing 



1 kw* 

Percent 
76 

n 

2 
1 
5 
2 
3 

Zane D. Roden 
National Time 



Quincy 

WCNH 1230 kc 1 kw (d) 
Negro-Appeal Programing 

Music 

News 

Sports 

Religion 
Manager 

Tampa 

WTMPt 1150 kc 

Negro-Appeal Programing 
(Information not supplied) 

WYOUt 1550 kc 

Negro-Appeal Programing 
(Information not supplied) 

West Palm Beach 
WIRK 1290 kc 5 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 



250 w (n) 
Percent 
80 
10 
5 
5 

David C. Drew 



5 kw' 

Percent 



10 kw' 

Percent 



1 kw (n) 
Percent 



GEORGIA 
Negro Population 
White Population 



Americus 

WISK 1390 kc 

Negro-Appeal Programing 
(Information not supplied) 



.1,122,596 
.2,817,223 



WAOKt 
Negro-Appeal 

Music 

News 

Interview 

Sports 

Religion 

Public service 

Other 
Manager 
Sales Manager 
Representative 



AtlanU 
1380 kc 
Programing 



WERDt 
Negro-Appeal 

Music 

News 

Interview 

Sports 



860 kc 
Programing 



5 kw' 
Percent 



5 kw 
Percent 
51 
8 
4 
1 
34 
1 
1 

Stan Raymond 
Ken Goldblatt 
McGavren-Guild 

1 kw' 

Percent 
80 
5 
5 
3 
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SPONSOR 




P'rnnk Ward. Cn noral Manapor 
Solvin Donncson. Gcnoral Sale-- Manapor 



There is only one 24-hour negro 
radio station in New York City, 

reaching and selling 1,623,000 
negro consumers... 

Call for availalnlit ics. information. 

nicrchanfiisinp plan: 

Area Code 21*2 DKfendor .^>-lfiOO 

August 17, 1964 



WWRL 



a *^ ^ 




T 1 O 



Nationally ropro>ontod liv Bfrmrd Howard f o 



&3 



wgiv 

Charlotte, N.C. 
all day, and night too 



weal 

Greensboro-High Point, N.C. 
sunup to sundown 



Offering the greatest return 
on your advertising dollar 
in North Carolina. 



Consult the latest Pulse or 
Hooper surveys— then con- 
tact our REP . . . 

BERNARD HOWARD & CO., INC. 



New York 
Chicago 
Atlanta 
Los Angeles 
San Francisco 




Religion 

Public service 
Manager 
Sales Manager 
Representative 



.2 
5 

J. B. Blayton, Jr. 
A. H. Saddler 
Bob Dore 



WAUGt 
Negro-Appea 

Music 

News 

Sports 

Religion 

Public service 
Manager 
Representatives 



Augusta 
1050 kc 
Programing 



5 kw' 
Percent 
60 

5. 

5 
20 
10 

J. L. Solomon 
Bob Dore, Dora-Clayton 



WTHB (North Augusta, S.O* 1550 kc 
Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 

Public service 

Other 

Manager Reese 



Representative 



J. 

Bernard 



1 kw' 
Percent 
75 
10 
5 
2 
3 
4 
1 

Vaughn 
Howard 



Bainbridge 

WMGR 930 kc 5 kw (d) 500 w (n) 
Negro-Appeal Programing Percent 
(Information not supplied) 

Baxley 

WHAB 1260 kc 5 kw' 

Negro-Appeal Programing Percent 
(Information not supplied) 

Blakely 

WBBK 1260 kc 1 kw' 

Negro-Appeal Programing Percent 
(Information not supplied) 

Bremen 

WWCC 1440 kc 1 kw' 

Negro-Appeal Programing Percent 
(Information not supplied) 

Buford 

WDMF 1460 kc 1 kw' 

Negro-Appeal Programing Percent 
(information not supplied) 

Carrollton 

WLBB 1100 kc 250 w° 

Negro-Appeal Programing Percent 
(Information not supplied) 



WCLS* 
Negro-Appea 

Music 

News 

Interview 

Sports 

Religion 

Public service 

Other 
Manager 
Sales Manager 
Representative 



Columbus 
1580 kc 
Programing 



1 kw 
Percent 
55 
5 
2 
1 
25 
10 
2 

Ramona S. Parish 
Charles H. Parish, Jr. 

Bob Dore 



Columbus 

WOKSt 1340 kc 1 kw (d) 250 w (n) 
Negro-Appeal Programing Percent 

Music 50 

News 11 

Interview 9 

Sports 5 

Public service 5 

Religion 15 



Manager 
Sales Manager 
Representative 



Philip Meltzer 
John Leroy 
Bernard Howard 



Dalton 

WBLJ 1230 kc 1 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 

Dawson 

WDWD 990 kc 

Negro-Appeal Programing 
(Information not supplied) 



250 w (n) 
Percent 



1 kw' 

Percent 



Fitzgerald 
WBHB 1240 kc 1 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 



Griffin 

1410 kc 
Programing 



WRIX 

Negro-Appeal 
Music 
News 
Religion 

Manager 



Hazlehurst 
WVOH 920 kc 

Negro-Appeal Programing 
(Information not supplied) 



WIBB* 
Negro-Appea I 

Music 

News 

Interview 

Sports 

Religion 

Public service 

Other 
Manager 
Sales Manager 
Representatives 



Macon 

1280 kc 
Programing 



250 w (n) 
Percent 



1 kw' 
Percent 
50 
30 
20 

Lee Durnam 



500 kw* 

Percent 



5 kv! 
Peres 



15 
10 
1 

Donald C. Frost 
James R. Hunnicutt 
Bernard Howard, Dora-Clayton 



Millen 

WGSR 1570 kc 

Negro-Appeal Programing 
(Information not supplied) 



250 w' 
Percent 



UNDUPLICATED!!! 

KNOK M 

DALLAS-FORT WORTH 
REACHES THE LARGEST 
UNDUPLICATED NEGRO 
RADIO MARKET IN THE 
UNITED STATES* 

No other Negro advertising medium 
covers the Dallas-Fort Worth Negro 
Market, the South's Fifth Largest. 

One Station! With One Order! One Schedule! 

for 100% Sdles Effectiveness 



In Dallas-Porl Worth 

KNOK FM Due on the air this fall. 

SlvaTl Hepburn, President 

Dallas Studio Fort Worth Studio 
I9I4 Forest 3601 Kimbo 

HA 1-4144 TE 1-1278 

REPRESENTED BY: 

BERNARD HOWARD CO. 

*1962 U. S. Census, Estimated 
Negro Population 
I 432,000 Negroes in the 
I effective coverage area 
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SPONSOR 



RATINGS 




ANY YARDSTICK 

EGRO PULSE 



ADVERTISERS 




PROGRAMS 



OCT.-NOV.. 1963 



SHARE 


6AM-12N 


12N-6PM 


6PM-I2M 


KDIA 


39 


36 


39 


NEGRO "B" 


5 


8 


3 




KDIA 



DELIVERS THE SAN FRANCISCO- 
OAKLAND NEGRO MARKET 

MSK ANY NEGRO MARKET ADVERTISER) 



ML^ KDIA 



HAS EVERY TOP LOCAL NEGRO 
PERSONALITY 

PLUS 

LOCAL NEGRO NEWS STAFF 
NEGRO GOSPEL PERSONALITIES 
WIRE NEWS • JAZZ PROGRAMS 
CUSTOM PRODUCTION 
REGULAR SPORTS NEWS 




KDIA 



AMONG ALL NEGRO STATIONS. AIRS 
MAJOR SPORTS EVENTS — 
PROFESSIONAL AND COLLEGE 

OAKLAND RAIDERS FOOTBALL 

UNIVERSITY OF SAN FRANCISCO 
BASKETBALL 




NEGRO MARKET STATION 

COVERING ENTIRE SAN FRANCISCO 
BAY AREA NEGRO POPULATION 



OAKLAND 

A SONDERLING STATION 
WWRL— New York • WDIA- 



THE 

AWARD.WINNING 

CKDIA*! FRANCISCO 

-■iy^^jA^^jJ^yi^ Represenled by BERNARD HOWARD CO. 
-Memphis • KFOX — Long Beach Los Angeles • WOPA — Oak Park Chicago 



AuQuU 17, 1964 



The Pioneer Station Programming 100% 
to the Los Angeles Negro Market 



KGFJ 

THE ONLY 24-hour 
per day contact 

with the LA. 
NEGRO MARKET. 



WINNER of more Awards for Service to 
a Negro Community than any Station in 
the Nation. 



AGAIN the TOP RATED STATION in the 
L.A. Negro Market! Pulse, L.A. Metro 
Area Negro Audience June-July, 1963. 



KGFJ has: 



I TOP DJ PERSONALITIES 

PARTICIPATION & COVERAGE 
OF NEGRO COMMUNITY AFFAIRS 

SPIRITUAL & RELIGIOUS PROGRAMS 

I NEWS OF NEGRO COMMUNITIES 

EXCLUSIVE PROGRAMS OF 
VITAL INTEREST TO ALL NEGROS 

I PUBLIC SERVICE FOR CIVIC, 

I SOCIAL & RELIGIOUS FUNCTIONS 

SPORTS BULLETINS 



THE ONLY 24 hour per day News & 
Community Event Coverage! Wire and 
Audio Services, 3 Mobile News Units and 
outside Reporters Yound the clock. 



g^^— I 4S50 MfLROSe AVENUE 
KrglM I LOS ANGELES 29, CALIF. 

** Phena: NO 3.3H1 
R*prM*nt«d byi Barnord Haword A Co. 






Monroe 

WMRE 1490 kc 1 kw (d) 250 w (n) 

Negro-Appeal Programing Percent 
(Information not supplied) 

Ocilla 

WSIZ 1380 kc 5 kw" 

Negro-Appeal Programing Percent 
(Information not supplied) 

Quitman 

WSFB 1490 kc 250 w 

Negro-Appeal Programing Percent 
(Information not supplied) 

Savannah 

WSOK$ 1230 kc 1 kw (d) 250 w (n) 

Negro-Appeal Programing Percent 

Music 65 

News 8 

Interview 2 

Sports 1 

Religion 22 

Public service 2 
Manager J. Don Ferguson 
Sales Manager Abe Eisenman 

Representative Bob Dore 



Statesboro 
WWNS 1240 kc 1 kw (d) 
Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 
Manager 

Swainsboro 
WJAT 800 kc 

Negro-Appeal Programing 
(Information not supplied) 



250 w (n) 
Percent 
40 
30 
10 
10 
10 

Don McDougald 



1 kw' 
Percent 



WSYL 

Negro- Appeal Programing 
(Information not supplied) 



Sylvania 

1490 kc 250 w (specified) 

Percent 



Thomasville 

WKTG 730 kc 

Negro-Appeal Programing 
(Information not supplied) 

Valdosla 

WGOV 950 kc 5 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 



1 kw' 
Percent 



1 kw (n) 
Percent 



ILLINOIS 

Negro Population 
White Population 



Chicago 

WAAFt 950 kc 

Negro-Appeal Programing 
(Information not supplied) 



.1,037,470 
9,010,252 



1 kw' 
Percent 



WBEE (Harvey)t 1570 kc 
Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 

Public service 

Other 
Manager 
Representative 



1 kw* 

Percent 
70 
8 
2 
1 
11 
5 
3 

Harry Wilber 
Continental Broadcasting 



WOPA (Oak Park) 1490 kc 1 kw (d) 250 w (n) 



WOPA-FM 102.7 nic 

Negro-Appeal Programing 

Music 

Religion 

Public service 
Manager 
Sales Manager 
Representative 



8.1 kw 
Percent 
20 
75 
5 

Al Michel 
Stanley B. Noyes 
Savalli Gates 



</JSBC 1240 kc 1 kw (d) 250 w (n) 


Wpfif n- Annp;^ 1 Prnn minn 


Percent 


MniniTTi^tinn nnt ciinnl ipH ^ 




WVUN lLICerOJ+ i^DU KC 1 KW 


Ifi^ 9Cin lit, {n^ 


vv n r Vrf~r ivi 7 / .7 iiil 


71 


Negro- Appeal Programing 


Percent 


Music 


00 


News 


11 


Interview 


3 


Sports 


6 


Rel iQ ion 


lb 


Piih 1 ir ^prvirp 


0 


M;^ n;^ npr 


1 InvH WphS 

l_IUJ^U VvCUJ 


^;ilp^ Man;inpf 
^cii\^3 IVI cii ici^iri 


FAIL niLdruj 


r\ cp 1 cat 1 1 La Live 


Dcrridru nowdrQ 


WYNRt 1390 kc 


5 l<* 


Negro-Appeal Programing 


Percent 


Music 


EO 


News 


8 


Religion 


7 


Public service 


5 


Manager 


Jack Fiedler 


Sales Manager 


Del Markoff 


Representative 


H-R 


Chicago Heights 




WMPPt 1470 kc 


1 kw* 


Negro-Appeal Programing 


Percent 


(Information not supplied) 





INDIANA 

Negro Population 

White Population 



269,275 
.4,388,554 



Gary 

WWCA 1270 kc 

Negro-Appeal Programing 
(Information not supplied) 



1 kw 

Percent 



WANT RADIO 



is a solid 



FIRST IN 
NEGRO 
AUDIENCE 



in 



RICHMOND, VA. 

42% city of 
Richmond is Negro 
(1960 Census). 

WANT 



513 E. Main St., Richmond, Va. 
Milton 3-8368 

A Division of United Broadcasfing Co. 

Represented nationally by: 
NEW YORK: UBC Sales, 7 East 43rd St. 
CHICAGO: UBC Sales, Wrigley BIdg. 
ATLANTA: Dora-Clayton Agency. Inc. 
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SPONSOR 





America's most experienced nesra radio stations 



WNJit new yoric orea • KDAY, los angeles area • WBEEr Chicago 

WRAP, norfollc • WGEEr indianapolis 




NEGRO RADIO 
FOR 
600,000 
NORTH CAROLINIANS 

WLLE 



Raleigh/Durham 
Wonderful WiLLiE 
leads its competition 
by almost 4 to 1 

Pulse Sept. 1962 

In Virginia 



WILA 



Danville/ Virginia 
The only All-Negro 
Radio Station for 
Southern Virginia and 
Northern North 

Carolina 
Audience of over 
100/000 Negroes 



It pays to Advertise — 
Advertise where it pays. 

BARON 
BROADCASTING CORP. 

Nationally represented: 

BOB DORE Associates 



Indianapolis 



WAIV-FIVI 105.7 mc 


4.6 kw 


KFNV 


N eg ro-Appea 1 P rog rami ng 


Percent 


Nego-Appeal 


(Information not supplied) 




(Information 


VV UCC U7\J KL 


J RW 




VV UiL.L.~r IVI ±\jJ.J IIIL 


KW 


KFRA 




r clLCIH. 


Negro-Appeal 


Music 


60 


(Information 


News 


11 




Interview 


1 




Sports 


5 


KJEF 


Religion , 


22 


Public service 


1 


Wparn-Annp;il 


Manager Arnold C. Johnson 


(1 nformation 


Representative Continenta 


Broadcasting 




KENTUCKY 




KTOC 

Nego-Appeal 


Negro Population 


215,949 


(Information 


White Population 


2,820,083 




Bowling Green 




KVOL 


WLBJ 1410 kc 5 kw (d) 


1 kw (n) 


Negro- Appeal 
Music 


Negro-Appeal Programing 


Percent 


News 



(Information not supplied) 

Hopkinsville 
WKOF-FM 100.3 mc 

Negro-Appeal Programing 
(Information not supplied) 



WLBN 

Negro-Appeal 

Music 

Religion 
Manager 
Sales Manager 
Representatives 



Lebanon 

1590 kc 
Programing 



J. T. 



3.7 kw 



1 kw* 
Percent 
75 
25 

Whitlocl< 



Alan P. Baker 
Keystone, Hopewell 



WLOUt 
Negro-Appeal 

Music 

News 

Interview 

Sports 

Religion 

Public service 
Manager 
Representative 



Louisville 

1350 kc 
Programing 



5 kw* 
Percent 
52 
10 
2 
6 
25 
5 

J. M. Thomson 
Gill-Perna 



Somerset 

WSFC 1240 kc 1 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 



250 w (n) 
Percent 



LOUISIANA 

Negro Population 1,039,207 

White Population 2,211,715 



Alexandria 
KALB 580 kc 5 kw v'd) 
Negro-Appeal Programing 
(Information not supplied) 



1 kw (n) 
Percent 



WXOKt 
Negro-Appeal 

Music 

News 

Interview 

Sports 

Religion 

Public service 

Other 
Manager 
Sales Manager 
Representive 



Baton Rouge 

1260 kc 
Programing 



1 kw* 

Percent 
86 
3 
1 
1 
3 
5 
1 

Thomas L. McGuirc 
Lucille Pollack 
Bob Dore 



Crowley 

KSIG 1450 kc 1 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 



250 w (n) 
Percent 



Ferriday 

1600 kc 
Programing 



Franklin 
1390 kc 



Jennings 
1290 kc 
Programing 



Jonesboro 
920 kc 



Lafayette 
1330 kc 



Interview 

Sports 

Religion 

Public service 
Manager 
Sales Manager 
Representative 



1 kw' 
Present 



500 w* 

Percent 



1 kw* 

Percent 



1 kw" 
Present 



1 kw 

Percent 
60 
10 

5 
10 
10 

5 

Evans H. Hughes 
Tom Galloway 
Meeker 



Lake Charles 
KAOK 1400 kc 1 kw (d) 
Negro-Appeal Programing 

Music 

Interview 

Religion 

Public Service 

Other 
Manager 
Representative 



250 w (n) 
Percent 
65 
5 
15 
10 
5 

William L. Jackson 
Bob Dore 



You can't cover Mississippi - 
Arkansas - Louisiana Delta 
Area unless you use 

WESY 

100% 
NEGRO 
PROGRAMMED 

GREENVILLE 



400,000 NEGROES IN THE WESY 
COVERAGE AREA-OVER 60% 
OF THE TOTAL POPULATION 



MISSISSIPPI 









Rep: 


( 


> 




BOB DORE Associates 










In 


the 


Southeast by Dora-Claylon 
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SPONSOR 



MEGROES MAKE TWICE 
AS MANY PURCHASES 
BECAUSE OF COMMERCIALS 
HEARD ON NEGRO RADIO 
\S COMPARED TO GENERAL 
^ADIO 

* Contact the Bob Dore offices for research 
on how to reach and sell the Negro market 

bob dore 




ASSOCIATES 



Pan Am BIdg. 200 Park Avenue New York. N.Y. 10017 
New York Chicago Los Angeles San Francisco 
Serving and Selling 35 Satisfied Negro Programmed Radio 
Stations 



' 18 new stations joined Bob Dore Assoc. in the last 12 months, that's 3 times as many 
new Negro programmed stations to Bob Dore as to all other representatives combined. 
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WERD 



ATLANTA 

Only Negro station 
in Atlanta with 
only Negro disk jockeys 



NEGRO 

Only Negro station 
in Atlanta tied in 
with 300 Negro churches 



OWNED 

Only Negro station in 

Atlanta with the 
close identification with 
the Negro community 



and 



OPERATED 



National representatives 
BOB DORE Associates 

















In 



Dora-Clayton 



Lake Providence 

KLPL 1050 kc 

Negro-Appeal Programing 
(Information not supplied) 

Leesville 

KLLA 1570 kc 

Negro-Appeal Programing 
(Information not supplied) 

Monroe 

KLIC 1230 kc 1 kw (d) 

Negro-Appeal Programing 
(Information not supplied) 

New Iberia 
KANE 1240 kc 1 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 

New Orleans 
WBOK* 800 kc 

Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 

Manager Carl F. 

Representative 

WYLDt 940 kc 1 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 



Oak Grove 
KWCL 1280 kc 

Negro-Appeal Programing 
(Information not supplied) 

Rayville 
KRIH 990 kc 

Negro-Appeal Programing 
(Information not supplied) 

Shreveport 
KANB* 1300 kc 

Negro-Appeal Programing 
(Information not supplied) 
Manager 



250 W 
Percent 



1 kw« 
Percent 



250 w (n) 
Percent 



250 w (n) 
Percent 



1 kw- 
Percent 
50 
15 
5 
10 
20 

Getchell, Jr. 
Bob Dore 

500 w (n) 
Percent 



500 w' 
Percent 



250 w' 
Percent 



1 kw' 
Percent 

Don DeGabrielle 



KOKA* 1550 kc 10 kw (d) 500 w (n) 
Negro-Appeal Programing Percent 
(Information not supplied) 

West Monroe 
KUZN 1310 kc 1 kw« 

Negro-Appeal Programing Percent 
(Information not supplied) 



MARYLAND 

Negro Population 518,410 

White Population 2,573,919 

Annapolis 

VMNNt 1190 kc 10 kW 

WXTC-FM (affiliate) 107.9 nic 20 kw 
Negro-Appeal Programing Percent 
(Information not supplied) 



Baltimore 

WEBBt 1360 kc 5 kw* 

Negro-Appeal Programing Percent 

Music 65 

News 6 

Sports 6 

Religion \a 

Public service 8 

Other 1 

Manager Samuel E. Feldman 

Sales Manager Tom C. Feldman 

Representative Bernard Howard 



If you want the CHARLOTTE 
station that,reaches the CHAR- 
LOTTE NEGRO . . . take your 
pick: 

WRPL 
WRPL 
WRPL 
WRPL 
WRPL 
WRPL 
WRPL 
WRPL 
WRPL 
WRPL 

Bob Dore in New York or 
Dora-Clayton in Atlanta can 
tell you why. 



SERVES THE SOUTH 
WITH TOP 
RATED STATIONS 
COAST to COAST 

Now in our 17th year 

Al Price 
Dora Cosse Clayton Cosse 

DORA-CLAYTON AGENCY INC. 
ADVERTISING 
REPRESENTATIVES 
720 Carnegie BIdg. 
Atlanta, Ga. 30303 
JAckson 5-7841 
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SPONSOR 



Quality. . . Adult Radio 

Ratings, program content and torniat, signal strength, nicrclianclismg scr\'iccs, coin- 
iiujnity acceptance . . . all are important, and W'l'lRH radio excells in all. But most im- 
portant to the knowledgeable media buyer is the class ot people he is reaching w hen bu}"ing a 
station. In the Baltimore Negro Market (and it's a huge one . . . 94,2()() households, 
spending in excess of >34l ,141 ,000 annually*) oidy Wi'.HB delivers and sells the Ql'-ALrrV 
. . . ADULT Xegro radio audience! People who ha\'e the monc>" to bu\', and who uill 
buy your client's product. Reach Baltimore's QUALITY . . . .ADULT Xegro radio 
audience . . . make your next bu\' W EBB. 

Servifi^ The (^jm^iioiitx Thni Community Sefvice 

5000 WATTS 

3113 W. NORTH AVE., BALTO., MD. 21216 
WILKENS 7-1245 

Represented by 

Bernard Howard & Co., Inc., 20 E. 46th St., New York, N. Y. 10014 

OXrORD 7-3750 

' Source: Sf^ Df^enn 'is J she \e"' Mssrrel 
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Baltimore 

WITH 1230 kc 1 kw 
Negro-Appeal Programing 

Music 

News 
Manager 
Sales Manager 
Representative 

WSIDt 1010 kc 

WSID-FM 92.3 mc 

Negro-Appeal Programing 

Music 

News 

Sports 

Religion 

Public service 
Manager 
Sales Manager 
Representative 



(d) 250 w (n) 
Percent 
90 
10 

R. C. Embry 
William S. Pirie 
Select Station 

1 kw» 
5.12 kw 
Percent 
70 
6 
1 
15 
8 

George M. Corwin 
James Doyle 
UBC 



WWIN 1400 kc 1 kw (d) 250 w (n) 

Negro-Appeal Programing Percent 

Music 75 

News 15 

Sports 1 

Religion 2 

Public service 7 

Manager H. Shelton Earp 

Sales Manager Ken Quortin 

Representative Sava Mi/Gates 

Braddock Heights 
WMHI 1370 kc 500 w (d) 250 w (n) 

Negro-Appeal Programing Percent 
(Information not supplied) 



MASSACHUSETTS 

Negro Population 111,842 

White Population 5,023,144 



GET YOUR FREE COPY OF 
THIS IMPORTANT STUDY... 



f^^^TfSs NEGRO 



Resi;/ts of in-depth, in- 
home interviews with 
housewives probability 
sample. Brand shares, 
frequency of purchase in 
50 product categories, 
demographic traits, 
media preferences and 
media influences. 



For your copy call one of our rep offices 
or Tom Gibson in Dallas, EM 1-0405. 




TEXAS' BIGGEST 
NEGRO MARKET BUY 
CAN'T BE COVERED 
WITHOUT . . . 



250,000 
NEGROES 

... in the East Texas Market, and 
KZEY/KJET reaches them from 
the principal population centers 
with exclusive All-Negro program- 
ming. Buy both stations and cover 
this market from North to South 
. . . with no duplication. Low cost 
$8.81 — 60 sec. (312 times) 



K 



JfElT 



BZEY 



Beaumont/Port Arthur Tyler/Longview 
Tom Gibson, President 
6222 N Central Expressway 
Dallas, Texas EM 1 0405 

DORE ASSOCIATES 
DORA / CLAYTON — ATLANTA 



WILD 

Negro-Appeal 

Music 

News 

Interview 

Sports 

Religion 

Public service 
Manager 
Representative 



Boston 
1090 kc 
Programing 



1 kw* 

Percent 
70 
8 
5 

! 
It 

5 

Nelson B. Noble 
Bernard Howard 



MICHIGAN 

Negro Population 717,581 

White Population 7,085,865 



WCHB (Inkster)t 
WCHD-FM 
Negro-Appea 

Music 

News 

I nterview 

Sports 

Religion 

Public service 
Manager 
Representatives 



Detroit 
1440 kc 
105.9 mc 
Programing 



1 kvi 
34 kvK 
Percent 
70 
15 
3 
2 
8 
2 

Frank M. Seymour 
Bob Dore, Bill Creed, 
Savalli/Gates, Dora-Clayton 



WJLB 1400 kc 1 kw (d) 250 w (n) 
Negro-Appeal Programing Percent 
(Information not supplied) 



Flint 

WAMM 1420 kc 500 w 

Negro-Appeal Programing Percent 

Music 87 

News 10 

Sports 1 

Religion 2 

Manager Jerry Jacob 
Representative Bernard Howard, Larry Gentile 



MISSISSIPPI 
Negro Population 
White Population 



. 915,743 
.1,257,546 



WELZ 

Negro-Appeal 

Music 

News 

Religion 
Manager 
Representative 



BelzonI 
1460 kc 
Programing 



1 kVK' 

Percent 
85 
10 
5 

Win Beaver 
Green & Ward 



Canton 

WMGO 1370 kc 

Negro-Appeal Programing 

Music 

News 

Sports 

Religion 

Public service 
Manager 
Sales Manager 
Representative 

Clarksdale 
WROX 1450 kc 1 kw (d) 
Negro-Appeal Programing 

Music 

News 

Sports 

Interview 

Religion 

Public service 

Other 
Manager 
Sales Manager 
Representative 

Cleveland 

WCLD 1490 kc 

Negro-Appeal Programing 
(Information not supplied) 



1 kVK* 

Percent 
25 
10 
25 
30 
10 

James Loflin 
Noel Pass 
Breen & Ward 



250 w (n) 
Percent 
70 
10 
3 
1 
12 
2 
2 

Tom Reardon 
Helen Sugg 
M A Sales 



250 w 

Percent 
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SPONSOR 



Colunibij 

WCJU 1450 kc 1 kw (d) 
Htqro Appcil Proqr.im ng 
(Informition not supp i<d) 



WFFF 

Negro Appf.il 
(Infortruilion 



1360 kc 
ProQrjmlng 
not supplied) 



I 



Grccnvillt 

WESY (LH.ind)t 1580 kc 

Ncgro-Appcal Programing 
Winlc 

Sports 

Religion 

Public service 
Wjn.iger 
Sales M.iruiger 
Representatives Bob 



250 w (n) 
Per ent 



1 kw* 

Per n( 



1 kw 
Percent 
61 
8 
2 
2A 



Paul Artnnn 
Miller Abraham 
Oore, Dora Clayton 



WGVMt 1260 kc 

Negro-Appeal Progra-nlng 

Music 

Religion 

Other 
Manager 
Sales Manager 
Representative 

Hattiesburg 

WBKH 950 kc 

Negro Appeal PrograTiing 
(Infomution not supplied) 

Jackson 

WJQSt 1400 kc 

Negro Appeal Programing 
(Information not supplied) 



5 kw* 

Percent 
66 
30 
2 

Edward M Guss 
Jack R Stull 
Oevney 



5 kW 
Percent 



250 w 
Percent 



WOKJt 



1590 kc 



Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 

Public service 
Manager 
Representative 

Laurel 

WLAU 1430 kc 

Negro-Appeal Programing 
(Information not supplied) 

Macon 

WMBC 1400 kc 

Negro-Appeal Programing 
(Information not supplied) 

Magec 

WSJC 790 kc 

Negro-Appeal Program ng 
(Information not supplied) 

Meridian 

WQICt 1390 kc 

Negro-Appeal Programing 
(Information not supplied) 



5 kw (d) 



1 kw (n) 
Percent 
58 
5 
1 
1 
30 
5 

Charles Fletcher 
Bernard Howard 



5 kw* 

Percent 



WSEL 

Negro-Appeal 
(Information 



wsso 

Negro- Appeal 
(Information 



Pontotoc 
1440 kc 
Programing 
not supplied) 

Starkville 

1230 kc 
Programing 
not supp ied) 



250 w 
Percent 



1 kw* 

Percent 



5 kw* 

Percent 



1 kw* 

Percent 



250 w* 

Percent 



West Point 
WROB 1450 kc 

Neqro-App<al Program ng 

Music 

News 

Re gion 

Public service 
Manager 
Representat ves 



250 w 
Percent 
57 
A 
30 
9 

John E King, Jr. 
C. K. Beaver, 
(korge T. Hopewell 



MISSOURI 

Negro Population 

White Population 



Kansas City 
1590 kc 
103 3 inc 
Progr tming 



KPRS: 
KPRS-FM 

Negro App<.i 
Mir.ic 

News 

I ntf rvirw 

'^ports 

Rei gion 

Pub ic crvicc 
M injge r 
Rcpre^ent.itive 

Portageville 
KM IS 1050 kc 

fjegro Appeal Programing 
(Information not supplied 



390,853 
3,922,967 



1 kw 
18 5 kw 

Prr rnt 
66 
10 
1 
I 

1 7 

Andri-w R t.irt'-r 
Bemird H wlrcJ 



250 w* 

Pi>rcent 



NEW JERSEY 
Negro Population 
White Population 



Newark 



St 



KATZt 1600 kc 

Negro-Appeal Programing 

Music 

News 

Sports 

Interview 

Religon 

Public servivce 
Manager 
Representative 



Louis 
5 kw (d) 



1 kw (n) 
Percent 
5A 
11 
1 
1 

32 
1 

Martin 0 R Browne 
Sav.i i/Gatfs 



V/HBI-FM 




105 9 mc 


M 


Pr )i 




f. A, 






P rt 






1 lITv A 






Rf g 






M in.iqcr 






V.NJRJ 




1430 kc 


ti gro App/- 


Pr nr 




Mir. c 






N'.ss 






Sport 






Pf tigion 






Public service 




Maniger 




L 



514,875 
5,539,003 

5 kw 



5 iw 
p f 

4 
1 
8 



t.' rr 



KXLW (Clayton)t 1320 kc 

Negro-Appeal Programing 

Music 

News 

Sports 

Religion 

Publ c service 
Manager 
Sales Manager 
Representat ve 



KSGM 



Ste. Genevieve 
980 kc 



1 kw* 

Percent 
73 
10 
5 
10 
2 

Richard Miller 
P F 0 Bncn 
Bernard Howard 



500 w 



Representat IV 

NEW YORK 
Negro Population 
White Population 



n 
nUI 



1,417,51 1 
15,287,071 



Buffalo 

WUFO (Amhcr^t)t 1080 kc 1 kw' 

K gr Appeal Programing Pen- 

Ml) c 0 

Nev%s 10 

lnter\ ,v 5 

Sport 5 

Rc Ti 15 

Public service 10 

Manage' J m C rr n 

Sa cs Manager B'n B (>n 

Rcpre<,entat v Bernard H a rtj 



Now- YOU CAN BUY 

RICHMOND PLUS 

WITH 

5,000 WATTS 

OF 

POWER 

AND 

PERSONALITY 



WlKl 



1410 KC 



RICHMOND, VIRGINIA'S NEWEST 
700% NEGRO PROGRAMMED RADIO STATION 

OVER 200,000 NEGROES WITHIN .5Mv m CONTOUR 

Contact WIKI Rep. Bernard Ochs 
Atlanta, Georgia 
Tel. 404-875-9403 
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WOBS 

Jacksonville, Florida 

FIRST CHOICE 
OF THE NEGROES 
SECOND CHOICE 
ALL LISTENERS 
SUMMER 1964 SURVEYS 



WOBS 

ONLY ALL-NEGRO 
PROGRAMMED RADIO 
IN BILLION DOLLAR 
FLORIDA-GEORGIA MARKET 



WOBS 

ONLY WAY TO REACH 
MORE THAN 41% 
OFJAX BUYERS 

WOBS 

PARTICIPATIONS 
AVAILABLE 

TOP RATED SHOWS 

NATIONAL 

GILL-PERNA 

SOUTHEAST 

DORA-CLAYTON 

ATLANTA, GEORGIA 



_ 



VyBNR 


1260 kc 


1 kw" 


Negro-Appeal Programing 


Percent 


(Information not 


supplied) 






New York 




WADO 


1280 kc 


5 kw 


Negro-Appeal Programing 


Percent 


(Information not 


supplied) 




WLIB 


1190 kc 


i KW 


Negro-Appeal Programing 


Percent 


Music 




77 


News . 




15 


Interview 




3 


Public service 




5 


Manager 




Harry Novik 


Sales Manager 




William Warren 


Representatives 


Savalli/Gates, Bernard Ochs 


WWRLt 


1600 kc 


5 kw 


Negro-Appeal Programing 


Percent 


Music 




77 


News 




8 


Sports 




2 


Religion 




5 


Public service 




8 


Manager 




Frank Ward 


Sales Manager 




Selvin Donneson 


Representative 




Bernard Howard 



NORTH CAROLINA 

Negro Population 1,116,021 

White Population 3,399,285 



Chadbourn 
WVOEt 1590 kc 

Negro-Appeal Programing 
(Information not supplied) 



1 kw' 

Percent 



Charlotte 
WGIVt 1600 kc 1 kw (d) 

Negro-Appeal Programing 
Music 
Nev« 
Religion 
Public service 
Other 

Manager Francis M. Fitzgerald 

Sales Manager Ray W. Ervin 

Representative Bernard Howard 



500 w (n) 
Percent 
72 
8 
2 
17 
1 



WRPLt 1540 kc 

Negro-Appeal Programing 

Music 

News 

Sports 

Religion 

Other 
Manager 

Representatives Bob Dore, 

Durham 

WSRC* 1410 kc 

Negro-Appeal Programing 
(Information not supplied) 
Manager 
Sales Manager 

Representatives Continental, 

Elizabeth City 
WCNC 1240 kc 1 kw(d) 
Negro-Appeal Programing 
(Information not supplied) 

Elizabethtown 
WBLA 1440 kc 

Negro-Appeal Programing 
(Information not supplied) 



Fayetteville 
WFAI (Ft. Bragg) 1230 kc 1 kw (d) 

Negro-Appejl Programing 
(Information not supplied) 

Forest City 
WBBO 780 kc 

Negro-Appeal Programing 
(Information not supplied) 



1 kw' 
Percent 
62 
9 
1 
22 
6 

Reid Leath 
Dora-Clayton 



1 kw' 
Percent 

Jim Mayes 
Buddy King 
Dora-Clayton 



250 w(n) 
Percent 



1 kw» 

Percent 



250 w (n) 
Percent 



1 kw»- 

Percent 



NOW WITH 

WHIH 



I 




TOTAL NEGRO 
COVERAGE OVER 

1250.000 

Reach this tremendous Negro mar- 
ket effectively through the Speldel 
stations. They back up your sales 
message with intelligent program- 
ming and experienced personnel. 

Buy all 5 or any combination you 
want. The stations ore: WHIH — 
Norfolk, Va.; WOlC — Columbia, 
S. C; WPAL — Charleston, S. C; 
WSOK — Savannah, Ga.; WYNN 
— Florence, S. C. For full informa- 
tion ask our reps. — 

National — Bob Dore Associates 
Southeastern — Doro-Clayton 



^) GOLDEN HORN STATIONS 

SPEIDEL 

6ROADCASTIN0 CORPORATION 
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SPONSOW 



If you want to 
reach the 
400,000 negroes 
in south florida 
and the 
Caribbean 







Buy WAME 


THE 
ONLY 
FULLTIME 


here's why: 


5,000 WATT 
NEGRO STATION 


^^^HP^ I.We have the most waits— 5,000 to 


IN FLORIDA 

111 1 k \^ 111 mm 


^^^H 2 • We have the only network negro sta- 
^^^H in the 




^^^H 3»We have the most negro listeners — 
^^^^1 consistently. 




^^^H 4 a While other stations give second-hand^^^ 
^^^^1 coverage to important news, we are there 
^^^^1 live! Recently, we aired the following events: ■ 
^^^H The Civil Rights signing by the President — H 
^^^H live! Race issues in St. Augustine — live! H 
^^^H Race news events in Philadelphia, Miss., 
^^^M Atlanta, Jacksonville, The World's Fair, H 
^^^H Rochester — ^a^M 


WAME 

1260 ONYOUR DIAL 

Miami, Florida 


^^^H ^.Sports — The Chicago All-Sla^^f 
^^^H g««ne — lival The Liston-Ciay fight — iivef^^H 


■ radio i 

REPRESENTED NATIONALLY BY BOB 
DORE ASSOCIATES. NEW YORK. N Y 
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NOTHING TOPS 

WJLD 

IN SELLING THE 
225,000 STRONG 
NEGRO MARKET 
OF METROPOLITAN 
BIRMINGHAM 



BUY BIRMINGHAM'S BEST 
RADIO BUY . . . 

WJLD-WJLN(FM) 

24 HOUR RADIO 

BIRMINGHAM 





Fuquay Springs 

WFVG 1460 kc 

Negro-Appeal Programing 
(Information not supplied) 

Goldsboro 
WFMC 730 kc 

Negro-Appeal Progra-ning 
(Information not supplied) 



1 kW 
Percent 



1 kw» 
Percent 



Sales Manager 
Representatives 



Stuart Gordon 
Bob Dore, Bernard Ochs 



WEAL* 
Negro-Appeal 

IVlusic 

News 

Interview 

Sports 

Religion 

Public service 
Manager 
Sales Manager 
Representative 



Greensboro 
1510 kc 

Programing 



1 kw' 
Percent 
70 
5 

1 

I 

aa 

2 

Carroll Ogle 
Nelson J. Harrill 
Bernard Howard 



WGBG 1400 kc 1 kw (d) 

Negro-Appeal Programing 
(Information not supplied) 



Laurinburg 

WEWO 1080 kc 

Negro-Appeal Programing 
(Information not supplied) 

Louisburg 

WYRN 1480 kc 

Negro-Appeal Programing 
(Information not supplied) 

Murphy 

WKRK 1320 kc 

Negro-Appeal Programing 
(Information not supplied) 

Raleigh 

WLLEt 570 kc 

Negro-Appeal Programing 

Nevtfs 

Sports 

Music 

Religion 
Manager 
Representatives 



250 w in) 
Percent 



1 kw' 
Percent 



500 w' 
Percent 



5 kw" 
Percent 



1 kw' 
Percent 
18 
4 
50 
28 

Paul L. von Hagel 
Bob Dore, Bernard Ochs 



Rockingham 

WAYN 900 kc 

Negro-Appeal Programing 
(Information not supplied) 



Shelby 

1390 kc 
Programing 



WADA 

Negro-Appeal 

Music 

News 

Religion 
Manager 
Sales Manager 



Wilmington 
WHSL 1490 kc 

Negro-Appeal Programing 
(Information not supplied) 

Wilson 

WGTM 590 kc 

Negro-Appeal Programing 

Music 

News 

Manager A 
Sales Manager 
Representative 



1 kw' 
Percent 



500 w' 
Percent 
70 
10 
20 

Boyce J. Hanna 
Harold Noles 



250 w 
Percent 



5 kw 
Percent 
95 
5 

Campbell 
L Quick 
T-N Spot Sales 



Hart well 
S. 



REPRESENTED BY THE BOLLING CO. 



WAAAt 
Negro-Appeal 

Music 

News 

Interview 

Sports 

Religion 

Public service 
Manager 



Winston-Salem 

980 kc 
Programing 



1 kw' 
Percent 
43 
18 
2 
2 
30' 
5 

Charles R. Daly 



OHIO 

Negro Population 786,097 

White Population 8,909,698 

Cincinnati 

WCINt 1480 kc 5 kw (d) 500 w (n) 

Negro-Appeal Programing Percent 
(Information not supplied) 

Cleveland 

WABQt 1540 kc 1 kw 

Negro-Appeal Programing Percent 

Music 80 

News 8 

Interview 5 

Sports 2 

Religion 3 

Public service 2 

Manager Bert Noble 

Representative Bernard Howard 

WJMO (Cleveland Heights) 

1490 kc 1 kw (d) 250 (n) 

Negro-Appeal Programing Percent 

Music 70 

News 10 

Interview 2 

Sports 2 

Religion 8 

Public service 7 

Other 1 

Manager C. C. Courtney 

Sales Manager Don Bruck 
Repr?sentatives UBC, Dora-Clayton, Savalli/Gates 



Columbus 

WVKOt 1580 kc 

Negro-Appeal Programing 
Music 



1 kw' 

Percent 
67 



THANK YOU; 

WEUP— Huntsvillc. Ala. 
WTUG— Tuscaloosa, Ala. 

KCAC — Phoenix. Ariz. 

KOKY— Little Rock. Ark. 
KWAC— Bakersfield. Calif. 
— Miami. Fla. 

WELE— Daytona. Fla. 
WBOP-p cnsacola. Fla. 
WTHB-A ugusta, Ga. 
WOKS — Columbus. Ga. 

WILD—Boston. Mass. 

WQIC— Meridian. Miss. 
KXLW — St. Louis, Mo. 

WLIB— New York. New York 

WLLE— Ralcich. N.C. 
WAAA — Winston-Salem, N.C. 
WGYW- Knowille, Tenn. 

WILA— Danville. Va. 

for your continued confidence in 
the personalized service of: 

Bernard I. Ochs 

Company Athinta, Ga. 
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SPONSOR 



I 





HEAD AND SHOULDERS ABOVE THE CROWD IN DETROIT'S NEGRO MARKET 




George 



Foreman 




3 BIG REASONS WHY! 

• WJLB — FIRST IN NEGRO PROGRAMMING — 
ALL DAY . . . AND ALL NIGHT TOO 

• WJLB — BEST LIKED PERSONALITIES IN THE 
MID-WEST 

• WJLB RANKS FIRST WITH NEGRO AUDIENCE 



white 







WJLB 


Slotion "A" 


"LATEST 




32 


10 


PULSE 




31 


9 


RATING" 


12-3 p.m 

3-A p.m. 


27 

31 


13 
9 



•SOURCE: The Pulse lnc.,Detroit City, Michigan Negro 
Radio Audience, January - February, 1964 



Jock 
Surrtll 



'Jollin' Joe 
Howard 



1400 KC DETROIT 



1000 WATTS 



WJLB 



THE ANSWER FOR REACHING 
DETROITS NEGRO MARKET 



WITH THE RIGHT SOUND OF TODAY! 

POPULATION — OVER 650,000 
INCOME — $750,000,000 PLUS 

REPRESENTATIVE BERNARD HOWARD I CO . INC 




3100 DAVID BRODERICK TOWER • DETROIT 26. MICH. 



AugutI 17, 19&4 
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FIRST m 
NEGRO RADIO 
in 

CLEVELAND: 

WJMO 
programs 

top Negro 

talent . . . 

backed with 
consistent and 

heavy 

promotion to 

deliver your 
message to 

260.000 Negroes 
at Cleveland's 

★ ★ * 

WJMO 

RADIO 

Cleveland Ohio 

* Pulse, May-June, 1963 

Represenied nationally by: 
NEW YORK: UBC Sales, 7 East 43rd St. 
CHICAGO: UBC Sales, Wrigley BIdg. 
ATLANTA: Dora-Clayton Agency, Inc. 



News 

Interview 

Sports 

Religion 

Public service 

Other 
Manager 
Sales Manager 
Representative 



• 9 
5 
2 

13 
3 
1 

Bert Charles 
William Selander 
Bernard Howard 



SOUTH CAROLINA 

Negro Population 829,291 

White Population 1,551,022 



Middletown 

WPFB 910 kc 1 kw (d) 100 w (n) 

Negro-Appeal Programing Percent 
(Information not supplied) 



OKLAHOMA 

Negro Population 153,084 

White Population 2,107,900 

Ardmore 

KVSO 1240 kc 250 w 

Negro-Appeal Programing Percent 
(Information not supplied) 

Sand Springs 
KTOW 1340 kc 250 w 

Negro-Appeal Programing Percent 
(Information not supplied) 

TrI-City 

KWSH (Wewoka) 1260 kc 1 kw 

Negro-Appeal Programing Percent 
llnformation not supplied) 

Vinita 

KVIN 1470 kc 500 w' 

Negro-Appeal Programing Percent 
(Information not supplied) 



PENNSYLVANIA 

Negro Population 852,750 

White Population 10,454,004 

Philadelphia 

WDAS* 1480 kc 5 kw (d) 1 kw (n) 

Negro-Appeal Programing Percent 

Music 75 

News 19 

Interview 3 

Sports 1 

Religion ^. 

Public service 1 

Manager Robert A. Klein 

Sales Manager William H. Vogt 



Bennettsville 
WBSC 1550 kc 10 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 



WPALJ 
Negro-Appeal 

Music 

News 

Interview 

Sports 

Religion 

Public service 

Other 
Manager 
Representatives 



Charleston 
730 kc 
Programing 



Bob Dore, 



Clinton 

WPCC 1410 kc 

Negro-Appeal Programing 
(Information not supplied) 

Columbia 
WOICt 1320 kc 5 kw (d) 
Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 

Public service 

Other 
Manager 
Sales Manager 
Representative 



5 kw (n) 
Percent 



1 kw* 

Percent 
40 
5i 



Bob Chrystie 
Dora-Clayton 



1 kw* 

Percent 



Florence 

WOLS 1230 kc 1 kw 
Negro-Appeal Programing 
(Information not supplied) 



(d) 



1 kw ^ 
Percetl 
70 
6 
3 
1 
6 
12 
2 

Russell George 
frank Harris 
Bob Dore 



250 w (n) 
Percent 



WYNN* 
Negro-Appeal 

Music 

News 

Interview 

Religion 

Public service 
Manager 
Sales Manager 
Representative 



540 kc 
Program 



250 w' 

Percent 
82 
5 
1 
6 
6 

David C. Phillips 
Earl Graddick 
Bob Dore 



Representative 
WHATt 1340 kc 



Bernard Howard 
1 kw (d) 250 w (n) 



Fountain Inn 

WFIS 1600 kc 

Negro-Appeal Programing 
(Information not supplied) 



1 kw' 

Percent 



Negro-Appeal Programing 


Percent 


Greenville 


Music 




60 






News 
Interview 




10 


WESC 660 kc 


10 w* 




5 


Negro-Appeal Programing 


Percent 


Sports 




3 


(Information not supplied) 




Religion 




10 






Public service 




10 


Holly Hi! 




Other 




2 


WHHL 1440 kc 


1 kw* 


Manager 


William A. Banks 


Negro-Appeal Programing 


Percent 


Sales Manager 




Jack J. Dash 


(Information not supplied) 




Representative 




Gill-Perna 


Kershaw 










WAMO* 
WAMO-FM 


Pittsburgh 
860 kc 
105.9 mc 


1 kw* 
72 kw 


VKKSC 1300 kc 
Negro-Appeal Programing 
(Information not supplied) 


500 w* 

Percent 


Negro-Appeal Programing 
Music 


Percent 
68 


Kingstree 


5 kw* 


News 




10 


WDKD 1310 kc 


Interview 




1 


Negro-Appeal Programing 


Percent 


Sports 




1 


Music 


30 


Religion 




10 


News 


8 


Public service 




10 


Interview 


2 


Manager 




Leonard Walk 


Sports 


10 


Sales Manager 




Joseph Bassett 


Religion 


20 


Representative 




Bernard Howard 


Public service 


20 






Other 


10 


WZUM (Carnegie)t 


15090 


kc 1 kw* 


Manager 


E. G. Robinson, Jr 


Negro-Appeal Programing 


Percent 


Representatives Keystone, 


George T. Hopewell 


(Information not supplied) 








Manager 




Jim Psihoulis 


Manning 




Representative 




Bob Dore 


WYMB 1410 kc 


1 kw* 
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SPONSOR 



RADIO for 




I he 
I'xcliisite 
Se^ro 
inediuiii 
for 
till the 
Mid-VlnruLi 
hist 



P.O. Box 4006 
DAYTONA BEACH, FLORIDA 



RESULTS ON 




II 



TIGER RADIO 

ARE 

CR-R-R-REAT 

SELL CENTRAL FLORIDA'S 
100.000 NEGROES 
WITH 

lUOKB 

ion S. DIVISION ST. 
ORLANDO, FLORIDA 

Cenfraf 
Florida's 
ONLY 



NEGRO-PROGRAMMED 



Sfaffon 

Owned and Operated by: 
JACK EVERBACH 
Reprejented by 
GILL-PERNIA DORA-CLAYTON 



tieqro Appf 1 Pr r mm) 




P 


(Ifi* rrrvition not u()' 1 r 1 






Rock Hill 






WKnl 1 >*U KC 1 rW 


t(U 


^DU w tnj 


Nr'jro App*" il Pronr i n<j 




Prr t 


( 1 nf O^'^wit lOn not iJp( lied) 






Sp.irt.inbiirq 






WtUU I'JUU Kc I «W 


(a) 


w (n) 


\i*gro ApDO 1 Proqrimi g 




Pfr t 


(In'ornij lon not <.up cil* 






St George 






WQIZ 1300 Ice 




500 w 


Neqro Appe.il Programmq 




Per ct t 


MtrtiC 




to 


New* 




10 


Religion 






Public Scr\i c 




s 


Other 




10 


M in.iger 




ir e . 0 es 


Suitnor 






V/SSC 1340 kc 1 kw 


(d) 


250 w (n) 


Negro Appeal Programing 




Percent 


Music 




95 


Interview 






Manager 




Ed Dan r n 


Sales Manager 


Harry V/ Fowler 


Representative 


Tho 


IS F CI rt 



TENNESSEE 
Negro Population 
White Population 



586,876 
2,977,753 



Chattanooga 
1260 kc 



WNOOt 

Negro-Appeal Programing 
Music 
News 
Interview 
Sports 
Religion 
Other 

Manager Fred 
Representative 

WRIP (Rossville, Ga ) 980 kc 
Negro-Appeal Programing 
(Information not supplied) 

Church Hill 
WMCH 1260 kc 

Negro Appeal Programing 
(Information not supplied) 

Dycrsburg 

V/DSG 1450 kc 

Negro-Appeal Programing 
(Information not supp led) 

Erwin 

WEMB 1420 kc 

Negro-Appea Programing 
(Infornvition not supp ifd) 

Jackson 

WJAKi 1460 kc 

Negro-Appeal Programing 
(Information not supp icd) 



1 kw' 

Perri'nt 
61 
12 
2 
2 
21 
2 

J Webb 
Bob Dore 

500 w 

Per'ent 



1 kw- 
Percnt 



250 w 

Percent 



5 kw* 

Perce t 



1 kw* 
Percent 



Knoxville 

WGYW (Fountain City)t 1430 kc 1 kw 
Negro-Appeal Program ng Per ent 

(Informat On not supplied) 



Memphis 
WDIAt 1070 kc 50 kw 

Negro- Appeal Progrim ng 

MusiC 

News 

Interview 

Sports 

Relig on 

Pub ic serv ce 
Sa es Mariager Ar ii e 

Represenut ^e 



(d) 



kw (n) 

P'r ent 

6 
b 
1 

2 
32 

3 



Bem,iri H w n3 



SERVING 

THE 

CAPITAL 
CITIES 

OF THE SOUTH 
ATLANTA-- 

WAOK 

No. 1 — Ten Continuous Years 

(Latest Negro Pulse Rating 
MARCH 1964) 
Council of Women 
News Coverage 
Community Interest 
Complete Merchandising Service 
Air Personalities That Entertain 
and SELL 

24 HOURS — 5000 WATTS 

A MUST BUY to reach over 250,000 
in the RICH Atlanta Market 
Represented Nationally By McGav- 
ren-Guild Co., Inc. In the South, 
Call Stan Raymond, WAOK, Atlanta, 
Ga. 

MONTGOMERY-- 

WRMA 



No. 1 In Montgomery 

(Latest Pulse Rating JULY 



Council Of 
Women 

News 
Coverage 

Community 
Interest 



1964) 
Complete 
Merchandis- 
ing Service 
Air Personali- 
ties That En- 
tertain and 
SELL 



VVLOK; 1340 kc 1 kw (d) 250 w (r) 
N»gro Appeal Progrim rxj Per- n 



950 Kc — 1000 WATTS 

On y N'>qro PronriiTi S* ' ' Scrv n 

C*nTra A 1 a 
Poorctontcd Ni'on) b Be n rd Hov^ i 
i. Co. Inc In iSc Scxj'h Ca SMn Pa 
WAO< Al jnM CK J d ar .'. CV 

Mont ornery A a 



Auguir 17, 1964 
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335,000 



NEGROES IN THE 



PRIMARY SIGNAL OF 



WAAA 



1000 Watts — 980 kc 



WINSTON SALEM, N.C. 



ARE LOYAL AND RESPONSIVE 



• Largest Audience Accord- 
ing to General Market 
Surveys 

• More Local Advertising 
Than All Other Stations in 
Market 



• Only Facility to Reach All 
the Negro People 

• WAAA Womans Council 
(3600 women) can be 
used for merchandising 
and testing. 



EXCELLENT 



TEST MARKET 



Rep. 

BOB DORE Associates 



In South: Barnard I. Ochs Co. 



Music 

News 

Sports 

Religion 

Public service 
Manager 
Representative 

'yilllington 

WGMM 1380 kc 

Negro-Appeal Programing 
(Information not supplied) 

WHEY 1220 kc 

Negro-Appeal Programing 
(Information not supplied) 

Murfreesboro 
KGNS 1450 kc 1 kw (d) 
Negro-Appeal Programing 
(Information not supplied) 
Religion 



n 

2 
2 
5 
15 

F. Maurer 
Bob Dore 



500 w* 
Percent 



250 w' 
Percent 



250 w (n) 
Percent 



WLAC 

Neg ro- Appeal 

Music 
Manager 
Sales Manager 
Representative 



Nashville 

1510 kc 

Programing 



50 kw 
Percent 
100 

F. C. Sowell 
E. G. Blackman 
Katz 



WVOL (Berry HilDt 1470 kc 5 kw (d) 1 kw (n) 



Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 
Manager 
Representative 

Paris 

WTPR 710 kc 

Negro-Appeal Programing 
(Information not supplied) 



Percent 
69 
7 
2 
1 
21 

Donald K. Clark 
Gill-Perna 



250 w'' 
Percent 



TEXAS 

Negro Population 1,187,125 

White Population 8,374,831 



Amarillo 

KIXZ 940 kc 5 kw (d) 

Negro-Appeal Programing 
(Information not supplied) 



Beaumont 

1380 kc 

Programing 



KJETt 

Negro- Appeal 

Music 

News 

Interview 

Religion 

Public Service 
Manager 
Sales Manager 
Representative 



Colorado City 
KVMC 1320 kc 

Negro-Appeal Programing 
(Information not supplied) 



1 kw (n) 

Percent 



1 kw° 

Percent 
.0 
10 
4 
12 
4 

Ed Henry 
Jim Saxon 
Dore 



Bcb 



Dallas - Ft. Worth 
KNOKt 970 kc 

Negro-Appeal Programing 
Music 
News 

Interview shows 

Sports 

Religion 

Public Service 
Manager Stuart J. 

Sales Manager Dean 
Representative Bernard 

Falfurrias 
KPSO 1260 kc 

Negro-Appeal Programing 
(Information not supplied) 



1 kw' 

Percent 



1 kw" 
Percent 
50 
7 
1 
2 
20 
20 

Hepburn 
McClain 
How.ird 



500 w 
Perrenl 



KCOHt 
Negro-Appeal 

Music 

News 

Interview 

Sports 

Religion 

Public Service 
Manager 
Sales Manager 
Representative 



Houston 

1430 kc 
Programing 



1 kw* 

Percent 
55 
10 
2 
3 
20 
10 

R C. Meeker 
John Shedden 
Savalli/Gates 



KLVL (Pasadena) 1480 kc 1 kw (d) 500 w (n) 
Negro-Appeal Programing Percent 
Religion 75 
Public service 25 
Manager Pelix H Morales 

Sales Manager Johnny P. Hernandez 

Representatives National Time, Harlan G. Cakes 



KYOKJ 
Negro-Appeal 

Music 

News 

Interview 

Sports 

Religion 

Public Service 
Manager 
Sales Manager 
Representative 



1590 kc 
Prog raming 



5 kw 

Percent 
50 
5 
2 
5 
20 
18 

Joseph R. Fife 
Joseph M. Fahey 
Bob Dore 



Marshall 

KMHT 1450 kc 1 kw (d) 250 w (n) 

Negro-Appeal Programing Percent 

Music 65 

News 15 

Interview 3 

Sports 2 

Religion 10 

Public service 5 

Manager H. A. Bridge. Jr 

Sales Manager Vinson L. Stevens 

Representative M. A, Sales 



5 REASONS 

you can reach the 
exploding negro population 
in OKLAHOMA . . . 

WjA KBYE is Oklahomn City's 
WM only radio station present- 
ing live negro personalities. 

KBYE has over 60,000 negro 
Rf listeners. 

% 
1 



KBYE provides 
Negro radio in 
City. 



exclusive 
Oklahoma 



KBYE daily programming 
includes Negroes in — 
News — Sports — Music— 
and Spiritual inspiration. 

The Negro population of 
Oklahoma City is up 3S°o. 



1000 Clear Channel Watts 

5508 N. Eastern 
Oklahoma City, Oklahoma 
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SPONSOR 



KHHH 

\ qr A I • I 
Inf r It 



P.IMipa 

1230 

ir I iq 

up t 



S.in Anionio 

KCOR 1350 kc 

H |r App I Pr qr I n j 

M I 

R 1 , n 
M r iq r 

M in 1 I 
R»pr t it V 

Silsbot 

KKAS 1300 kc 

Nrjr Appeil Proqrjmi q 
III f " itio • n t iipp • t 

Tyler 

KDOK 1330 kc 

N>qroApp<Mi ProgrJllllM^ 
'|i-f rn t n t supp (1 

KTBB 600 kc 

N qr-O Appeal PrO-.jra'n nq 
, Inform it on not 5upp ed) 



N It 

8. 



250 w 

f r f 



5 kw 

P r I 

1 

f , 



500 w 

P. r I'lit 



1 kw 

Prr f I ; 



1 kw 

Per »n 



KZEYt 690 kc 

Nfqr Appf 1 Proqr \minq 
Muiic 

p rlj 

Rr iq on 

Publi borv f 
Manjqer 
Rtprrsont itives 



250 w* 

Per rnt 

50 
10 
5 
30 
5 

W L Wli tworth 
Bob Doro Dorj Clayton 



I 



VIRGINIA 

Negro Population 

White Population 

Altavisia 

VVKDE 1280 kc 

Hk)'0 Appeal Prograniinq 
' nf rmition not supplied) 

Blacksione 

iVKLV 1440 kc 

\^ro Apppa Progr.i'tiinq 
Inf rn ation n t supplied) 

Chase City 

WMEK 980 kc 

Nf Ap a Progrimnq 
• '"f at not upp lOd 



816,258 
3,142,433 



500 w' 

Percen' 



5 kw 

^ ' It 



500 w 

Per nt 




J.O. B. Inc. IS the unique non profit 
placement agency for disabled men 
and women. 

Many employers who hire J.O.B. 
candidates have learned about the 
contributions of skill, energy and 
judgment that qualified disabled per- 
j sons bring to the job. Sec for yourself 
...next time hire an experienced dis- 
abled employee. For information call 
the J.O.B. nearest you or write: 

J.O.B. Inc. 717 Fjrsl Avenue 
New York. N.Y. 10017 



Agencies— 

Which use Negro radio 
most heavily? 

Question — Of the agencies which 
place spot schedules on your station, 
which three would you say were "most 
active" in using Negro-appeal radio? 



I'irsi llircc most trcqiu'ntl) cited ay.-ncics 
were 1 ueker-\\';i>iie, \i)b!e-Dur\. J. W .titer 
riioMipsiMi. I iieker W asiie's nuisl frec|iieiul> cil.xl 
aeeoiiiil is IMiarnuico's Atra Skm 1 mie C re.iiiK 
Ni)b!e-Dtir\*s is J. Strieklaiul's C rown Hair 

Dressiiij:; J. Walter 1 luniipson's is I'ord .Mnior 
C\>. 

Negri)-appcal station luanayers also listed 
these hea\\ users of Negrtvappeal radio: Ted 
Bates. D'ArcN. HBIX), Ore). W in. fits), \.\\ R.VR 
and Gardner. 




1340 KC 

THE ONLY STATION 
IN COLUMBUS, GA. 
PROGRAMMED T00% TO 
THE NEGRO COMMUNITY 

SPECIAL HOOPER RADIO AUDIENCE INDEX 
NEGRO - WHITE 
COLUMBUS, GA. - PHENIX CITY, ALA. 
SEPTEMBER - OCTOBER, 1963 
SHARE OF RADIO AUDIENCE 







Station 
"A" 


Station 
"B" 


Station 

"C" 


WOKS 


Station 

"D" 


StJtion 

"E" 


MONDAY THRU 
FRIDAY 


WHITE 


2 0 


49 1 


10 4 


4 7 


6 1 


21 2 


7.00 A.M. 12.00 
NOON 


NEGRO 


8 9 


7 3 


5.7 


63 4 


3 3 


9 8 


12 00 NOON - 6:00 


WHITE 


7 7 


49 4 


14 1 + 


6 7 


6 7 


15 9 


P M 


NEGRO 


14 7 


6 9 


■ '. .L 


66 4 


3 4 


3 4 



August 17. 1964 
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you cannot 
successfully 

Sell in 
ARHAHSAS 
Unless you 
use 

KOKY 

5000 WATTS — 1440 KC 
ALL NEGRO STATION IN 

LinLE ROCK 

Reaches 172,000 Negroes, 
24.3% of Total Population 

Pulse Negro study August 
1963 gives KOKY 85% 

General Market Surveys 
Shov^ KOKY as One of Top 
Rated Stations 



EXCELLENT 
TEST MARKET 







Rep. 


1 > 




BOB DORE Associates 


V 



In South: Barnard t. Ochs Co. 



Most frequently advertised 
on Negro radio 

Here is a list of products most frequently advertised on Negro-appeal 
radio stations. List's order is by frequency of mention in a SPONSOR survey. 



ADVERTISER 

R. J. Reynolds 
Pharmaco, Inc. 

Carnation Co. 
Anheuser-Busch, Inc. 
J. Strickland & Co. 

SSS Co. 

Proctor & Gamble 
Ford Motor Co. 
Falstaff Brev^ing Corp. 



PRODUCT 

Cigarets* 

Atra Skin Tone 
Cream 

Evaporated Milk 

Budv^eiser Beer 

Royal Crov^n Hair 
Dressing 

SSS Tonic 

Tide 

Automobiles 
Falstaff Beer 



American Tobacco Co. Cigarets** 

*Camel is most heavily advertised 
**Pall Mall is most heavily advertised 



AGENCY 

Wm. Esty Co. 
Tucker Wayne 

EWR&R 
D'Arcy Adv. 
Noble-Dury 

Tucker Wayne 
Compton 

J. Walter Thompson 

Dancer-Fitzgerald- 
Sample 

SSC&B 



Sponsor 

IS FOR THE SPONSOR. 
NO OTHER PUBLICATION IS. 
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SPONSOR 



KCOII 



i:\(.i.i'si\ i:i,v sr.KN'Ks 



nous ro.N's m:(;i{() i'oim'i.a i ion . . . 

isi in TILVAS! 
;:tril in the SOUTH! 
Illli in Lhe XATIII.^^! 

Houston h:is ;i market of 2r);), ()()() Nejirocs 
which is larj^er than the entire eity of: 

• Ilarrisburjr. I'a. • I\'\tei\soii. N. ,J(m-. 

• W'ihiiinjrtoii. Del. • Santa Ana. Calif. 

• Worcester. Mass. • Albuquerque. N. M. 

• Des Moines, Iowa • I laminoncl-Kast 

Chicajro. hul. 

hear about vou on KCOHI 




0.5 




Houston Nejr roes' annual s|)endal)Ie 
income, over i?21().0()().00(). 



Plus KCOH 
1.-C '1^ coveraKe of 

/■(, additional 
counties! 



Savalli/CJates, Inc. 
National Hfprcs'-ntativf.s 



fRft— NO OBIICATION COUPON - 

To: KCOH Radio 
S011 Almeda St. 
Houston, Teias 77004 

Please supply information on 
KCOH's community imaee, 
merchandisinE and other per- 
tinent data regardmE KCOH and 
the Houston Negro marKet. 



Company 
Address . . 
City and Stale 



Your FIRST station to sell the 
BALTIMORE, MD. 
NEGRO MARKET 

WSID 



w 



Negro Metro Pulse April May, June '64 
Shares - Mon. - Fri. 



WSID 
Negro Station -A 
Negro Station -B 



AM - Nn. 
33 
16 
20 



Nn. 



-6 PM 

34 
14 
27 



D 



100°o Negro Programing 
1000 -W Clear Channel Station @1010f 
Baltimore's First established Negro station 
Top talent with a format for everyone 
Ready to sell your client's product to the Baltimore Negro 
market 



Call our represenfa- 
five in your area for 
more details 
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The New 










10,000 WATTS 






AT 1550 






IN ALL DIRECTIONS 






The Southwest's Most 
Powerful Ebony 

Voice. 
NIGHT & DAY. 




Stuart Hepburn 

President 


Al Evans 

Station Mgr. 



Christianburg 
WBCR 1260 kc 

Negro-Appeal Programing 
(Information not supplied) 

Danville 

WILAt 1580 kc 

Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 

Public Service 
Manager 
Sales Manager 
Representative 

Emporia 

WEVA 860 kc 

Negro-Appeal Programing 
(Information not supplied) 

Franklin 

WYSR 1250 kc 

Negro-Appeal Programing 
(Information not supplied) 

Gloucester 
WDDY 1420 kc 

Negro-Appeal Programing 

Music 

News 

Sports 

Religion 
Manager 
Representative 

Lynchburg 

WBRG 1050 kc 

Negro-Appeal Programing 
(Information not supplied) 



1 kwi' 
Percent 



1 kw" 
Percent 
45 
15 
1 
4 
20 
15 

George J Lund 
Neil K. McMillan 
Bernard 1. Ochs 



1 kw' 
Percent 



1 kw* 
Percent 



1 kw' 
Percent 
70 
10 
5 
15 

Arthur Lazarow 
Gene Bolles 



1 kw° 
Percent 



Norfolk 

WHIH (Portsmouth)* 1400 kc 1 kw (d) 250 w (n) 



THE ONLY FULL TIME 
NEGRO COMMUNITY AM STATION 
IN BALTIMORE 

Among Negro Community Stations in Baltimore: 

(T^ First in Negro Pulse Betvi/een 6 and 9 A.M. And betvi/een 3 and 6 P.M. 

Monday through Friday and every night, of course. 

*Source— Negro Pulse April-May-June, 1964 

^ First in General Hooper all day 7 A.M. to 6 P.M. Monday through Friday. 

'Source— General Hooper June-Ju'y, 1964 

First in General Hooper in total rated time periods, all day and all night 
Monday through Friday. 

*Source— General Hooper April-May-June, 1964 




RADIO 1400 24 HOURS A DAY 

Represented National by Savalli Gates Inc. 



Negro-Appeal Programing 
Music 
News 
Interview 
Sports 
Religion 

Public Service ' 

Other 
Manager 
Representative 



Percent 
50 



2 
20 
10 

5 

George Pleasants 
Bob Dore 



Norfolk 

WRAPt 850 kc 5 kw (d) 
Negro-Appeal Programing 

Music 

News 

Interview 

Sports 

Religion 

Public Service 

Other 
Manager 
Sales Manager 
Representative 



1 kw (n) 
Percent 
72 
8 
5 



William L. Eure, Jr. 
Stuart H. Barondess 
Continental 



WSSV 



Petersburg 
1240 kc 1 kw (d) 



250 w (n) 



Negro-Appeal Programing 




Percent 


Music 




80 


News 




5 


Religion 




15 


Manager 


Roger A 


Beane 


Sales Manager 


Bill 


Woody 


Representative 


Saval 


i GatK 


Richmond 






WANT* 990 kc 




1 kw' 


Negro-Appeal Programing 




Percent 


Music 




65 


News 




10 


Sports 




2 


Religion 




m 


Public service 




3 


Manager 


S. 


J. Bell 


Representative 




UBC 


WIKIJ 1410 kc 




5 k'v" 


Negro-Appeal Programing 




Percent 


(Information not supplied) 






Manager 


Ralph 


Algood 


Representative 


Bernard 


I Ochi 


Roanoke 






WHYE 910 kc 




1 kw* 


Negro-Appeal Programing 




Percent 


(Information not supplied) 







Tasley 

WESR 1330 kc 

Negro-Appeal Programing 
(Information not supplied) 
Manager 
Representative 



WASHINGTON 
Negro Population 
White Population 



5 kw 

Percent 

Brooks Russell 
Keystone 



48,738 
2,804,476 



Seattle 

KZAM-FMt 92.5 mc 

Nfgro-Appeal Programing 
(Information not supplied) 



WISCONSIN 

Negro Population 
White Population 



17 5 kw 

Percent 



92,977 
3,690,027 



Milwaukee 

WAWA (West Alllslt 1590 kc 1 kw 

Negro-Appeal Programing Percent 

Music 70 

News 10 

Interview i 

Sports 1 

Religion 12 

Public Service 3 

Other 1 

Manager Neil K Searles 



Rroresenlative 



Bernard Howard 
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SPONSOR 



How's business? And by the way, what is your business? 



The setting; ony social situotion. The re- 
oction con be ego-deflating. The ques- 
tioned man thinks "Here I am — heod of the 
biggest multiple-row printed-circuit-cord- 
moting-connector foctory in the world — 
ond my ocquaintances don't know it." 

Mony o dollor is wasted after such re- 
flection. Mr. A. launches a spectoculor cam- 
paign (four poges) in the generals. His 
I friends don't buy moting connectors- but 
'they moy read about his company. The 
I generol mogozine compaign eots up most 
of the budget. There isn't enough odvertis- 
[ ing money left for speciolized publicofions 
in the market Mr. A. serves. 

I Competitors moke hay. Friends wonder 
"Whotever happened to Mr. A.?" 



Exoggeroted? Certoinly. The generals 
reoch some prospects for highly speciolized 
products ond services— but at greot cost. A 
corefully chosen schedule in trode mogo- 
zines provides depth, reach, ond far greot- 
j er coverage of customers and prospects ot o 
smoll froction of the cost. 




The specialized business ffress is ndustry s repo'tof, manage- 
ment's instructor, the sales manager s d vm ng rod, the marVcter $ 
market data source. Read by the man who wants to get ahead 
and the man determined to stay ahead, 'he bus ncss press teaches 
the newcomer, trams the analyst, retreads the old-timer It serves 
pin-points, identifies. It s not all things to a I men t is spec *C 
seeking out specialized markets. It isolates, clarifies msp res 
It reaches efficiently. 



1913 Eye Street. N.W.. Washington D C. 20006. Repre .enfing the 280 member magas net of No* onol Bus 
Publlcot'ior.s. Inc., whose membenh'p quolif notions inc'ude independent oud 's by the Ajd ' Bweoj of C 
lotioni, the Business Publications Audit of Circulotioi Inc. or the Conad'on Circu o' or'i Aud * Boo'd 
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THE CHANGING SCENE 
NAB Balks at Two New FCC AM Rule Proposals 



In a petition for reconsideration 
riled with the FCC, the National 
Assoeiation of Broadeasters made 
known its objeetions to two provi- 
sions of the Commission's proposed 
AM rules. 

First, while in agreement with an 
alloeations system for new nighttime 
assignments based largely on ad- 
herenee to striet engineering stand- 
ards, NAB objeets to the further 
requirement that applieants provide 
25 pereent eoverage in so-ealled 
"white areas" that do not now re- 
eeive any signal. This "will hamper 
unneeessarily the future improve- 
ment of faeilities by existing daytime 
only stations . . . and is eontrary to 
the Commission's traditional and 
sound philosophy that the publie in- 
terest is best served by diversifiea- 
tion and competing AM services in 
order to provide another 'voiee' or 
'voices' within a community,'' the 
assoeiation claimed. 

Second, the proposed rule on pro- 
gram duplication would prohibit FM 
stations of a dual licensee in cities 
of over 100,000 population from 
duplicating programing of its AM 
sister station for more than 50 per- 



cent of the time in an average FM 
broadea^it week. This, said NAB, is 
"usurping a vital business and pro- 
graming determination of dual own- 
ers" which should be "based on 
their own business judgment and 
broadcast experience as to when 
separate FM programing is fulfill- 
ing a need in their community . . . 
From a practical standpoint, the 
licensee alone must make the de- 
termination as to when such an 
operation can attract sufficient ad- 
vertising revenue to support separ- 
ate programing.'' 

Mink, Cash to Sell Zerex 

Mink coats, stoics and even live 
mink arc among the more than 1 300 
prizes to be awarded consumers, 
retailers and suppliers in the Zerex 
anti-freeze "Big Mink Giveaway" 
this winter. A consumer advertising 
campaign begins in September, will 
include network television and 
radio. 

Local commercials will be timed 
according to weather conditions that 
determine peak selling periods in 
various parts of the country. 



Funeral Rites Held 
For Clayton E. Bond 

Clayton E. Bond, 42, who was 
recently appointed as central divi- 
sion manager of MGM-TV's Syndi- 
cated Sales, died Aug. 2 in Barring- 
ton, 111. His death was attributed 
to a massive coronary. 

For the past 18 years Mr. Bond 
had been identified with theatrical 
film and television programing. He 
served with United Artists, 20th 
Century-Fox, NBC Films and CBS 
Films. In November, 1963, he 
joined the sales force of MGM-TV. 

Mr. Bond is survived by his 
widow and four children. 

Campbell Keeps 'Lassie'; 
Wrather Succeeds Gilbert 

Campbell Soup Co. begins its ele- 
venth consecutive year sponsorship 
of Lassie Sunday, Sept. 6 at 7 p.m. 
(EDT) over CBS-TV. Marketing of 
Lassie, Lone Ranger and Sergeant 
Preston of the Yukon continues 
ahead of last year, reports the Tele- 
synd Division of the Wrather Corp. 
Telesynd says Lassie will be pre- 
sented "in a wider variety of drama- 
tic and meaningful adventures." 

Following the death of A. C. Gil- 
bert, Jr., chairman and president 
of the A. C. Gilbert Co., Jack Wra- 
ther, chairman and president of the 
Wrather Corp., succeeded Gilbert as 
chairman, and Anson Isaacson, 
chairman of Gilbert's executive 
committee, was elected president. 

AP Broadcasters Elect 

Four members have been elected 
to the Associated Press Radio and 
Television Assn. board of directors. 
Two of those elected to the 16- 
member board are incumbents — 
James Bormann, director of news 
and publie affairs, WCCO Minnea- 
polis, and F. O. Carver, director 
of public relations, WSJS-AM-FjM 
Winston-Salem. New members of 
the board are Sam Sharkey, man- 
aging director of news, KING-TV 
Seattle, and Frank Baleh, manager, 
WJOY Burlington, Vt. All v/ere 
elected to four-year terms. 

Baleh will represent AM stations 
under 5000 watts in the eastern 
district of APRTA. Carver reprc- 
SLMits 500 watters and more in the 
southern district. The annual meet- 
ing of the board will be Sept. 21 
in New York. 



II '■ ' ' ! ' ' iiiiiiii 'III nil I mil 

OIL FUEL COMMERCIAL WINS AWARD 




Win Roll, vice president of Fuller & Smith & Ross, presents triple award to 
George 0. McOaniel, president National Oil Fuel Institute, as Don Heath, FSR 
account executive, looks on. NOFI's tv commercial, featuring the dependability 
of oil heat, won three awards in the recent fifth annual American Tv Commercial 
Festival. There were 1396 entries in the competition, with the winners selected 
by 165 advertising executives in the U. S. and Canada. 
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MIXES TO HIT L.A. 

YOUR FAVORni WUiO AMD 

f»«TY TYMt 
M*K£ APtRFlCTCOOIAtl 




Broadcot media will be uted in »n intentive 
advertiting campaign to introduce the lot 
Angelet market to Party-Tyme Cocktail Mixet, 
dated to ttart within two weekt. More than 
200 tpott a week will be uted on three radio 
ttationt. Agency it Frank B. Sawdon, Inc. 



NBC Promotes Men 

Alfred J. Ordovcr ynd George 
A. Hooper huvc been i/ppoinled 
managers in the sales development 
and research departments of NBC 
owned stations and spot s;/los divi- 
sion marketing services. Ordovcr. 
who will be manager, research de- 
partment, joins NBC from MGM- 
TV, where he hud been director of 
research since April. 1962. Hoo- 
per, manager of sales development, 
advertising and promotion, has 
been with NBC since \95?. 

Ozark Ad Campaign Aimed 
At More Business Travel 

O/ark Air Lines. St. Louis, has 
h/unehed an ad campaign to pro- 
mote ;/ir travel by businessmen 
throughout its lO-state system. 
Theme of the campaign is "Go-Get- 
. ters Go O/ark," and the program 
planned b\ its new advertising agen- 
c\. D'Arcy, is aimed at business- 
men. 

A special kick-off campaign in 
radio, newspaper. t\ and poster be- 
gan August I in Ozark's markets. 
Radio will continue to be O/ark's 
prime medium, with announcements 
to co\er all O/ark markets. :nu\ 
tele\ision in use in seleetcil nu/jor 
markets. 

O/ark's new look in advertising. 

Augutt 17, 1964 



l)'Arc\ says, is aeeonipanied b\ a 
new sound original music tor ll/e 
10- i/nd ()()-secoiul radio aniioi/nee- 
ments, M(»re tl/:/n 125 radu) sta- 
tions will broaileast approximatel) 
22. ()()() spots (.luring the campaign. 

Metrecal Promotion for Tv 

"Keaeli for slimness" is the then/e 
of Mctreeal's fall promotion, says 
the processor, Idward l)./lton Co.. 
a division of Mead Johnson I'v: C\>. 
In i/dilition to mag;//ine coupons, 
CliS-IA' will cwrry Metrecal com- 
mercii/ls on I he .\'nr\c.\. Route 66. 
CliS specials. I'ete ami Gladys. C/i.V 
Moniini; Xeus, The Heal MtCiiys 
and / Line I. my. 

Earnings High for Coke 

Earnings of the Coca-Coh; Co. 
for both the second qu:/rter and 
first half of 1964 reached record 
highs, the company announced. 

Net profit for the second ciuwr- 
ter was $17,549,122 or $1.24 a 
share, compared with $14,859,374 
or $1.05 a share, for the like 
period of 1963. Profit lor the first 
half of 1964 was $5,000,000 :/bove 
that of the first half of 1963. 

The directors declared a qu;/r- 
terh dividend of 75 cents per 
share, payable Oct. I. 

Heritage House Campaign 
Will Offer $3 Reward 

Heritage House Products. Inc.. 
Pittsburgh, will push its dri\e on 
fall lawn cure on the Sept. 6 CBS- 
IV Nail of Fame pro football tcle- 
e;/st. The firm hws sponsored this 
event on tv since its inception two 
years ago. 

Promotion will offer consumers 
a $3 "reward" for winteri/ing lawns 
in the late summer and fall. The 
advertising campaign, concentratetl 
in September, will also include 
magazine and dealer newspaper ads. 

Jacobs Says Broadcast Is 
A Dog-Eat-Dog Business 

A strong call for broadcast mil- 
itanc\ was sounded at the southc:/>>t 
r;/dio-t\ seminar recentK by Herb 
J:/eobs. president of \\ St.itioiis. 
Inc. Referring to pa\ tv. he declared. 
"It's time \oi\ stopped thinking ot 
\oursel\es onl\ as free broadcasters 



It's tii/ie tor \ou to Ivgui tlimking 
like husmessnien and reeogi/i/c th.it 
\ou are m .i dog-e.it-(.log fight 
that >(>u ha\e competitors strong 
con/petitors. greeiK competitors and 
shrewd competitors " 

J.ieobs atUletl "It's time tor \ou 
to recogni/e the realit\ ot the siiua 
tion. that hundreds of millions of 
dollars .innualK ride in this r.ice 
And there is nt) time for lott\ 
platitudes when \our brains are 
about to be kicked in aiul \our 
pockets picked" 

Jacobs said that "If >ou don't 
want to do it for yoursehes then 
he noble :/i/d do it for the people 
Because pu\ t\ o\er the ./ir offers 
the onK protection of their welfare 
. . . a point th;/t would be hwrd for 
Congress and the Commls^ion to 
overlook." 

Three Specialists Signed 
For Purex ABC Specials 

Three specialists will ;/ppc;/r as 
authenticwtors of stories told in the 
Pure.x Specii/ls for NN'omen. hosted 
b\ Dinah Shore over ABC-IA' this 
fall and winter. 

Dr. Malcom B. Stinson. dc;/n of 
the schcwl of si>cial work :/t the 
L'niversit) of Southern Cwliforni;/. 
w ill introduce the program. 7 he 
Menace of Ai;e. Dr. R. L. .Motto, 
hci/d of the Southern California 
Psychiatric Scxiet), will discuss 
child molestation for Child in Dan- 
\;er. Dr. Paul Popcnoe. founder and 
administrator of the American Insti- 
tute of Family Relations, will open 
the program. Just a Himse^^ife. 

The one-hour programs will be 
telec;/st Oct S. Dec. 10 ;/nd Feb. 
26 ;/t 3 p.m. (Hastern time) 
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ANIMAL FIRM UPLIFTS HUMANS 




Hess & Clark, feed medications and animal health products firm, and its agency. Cooper, Strcck 
& Scannell, hosted a luncheon meeting for radio reps and station personnel In Milwaukee. 
Around the "conference" table are (I to r): Tom Scannell and Robert Walton, Blair Radio, Inc.; 
Clancy Strock, Gene Cooper, Bill Hoeft, farm director, WTMJ Milwaukee; and Forrest Blair of 
Edward Petry & Co. Purpose of the session was to spell out details of Hess & Clark's use 
of Andy Griffith in the company's $400,000 radio buy in 1964-65. 

Illtll li: I llllllilllll I lltlll , , iril 11 . > 



THE CHANGING SCENE 



Zenith Signs License Pact 
With Brazil Manufacturer 

Zenith Radio Corp. and Dcnison 
Electronics Co. of Brazil jointly an- 
nounced an agreement licensing the 
Dcnison Co. to manufacture and sell 
Zenith television, radio and high 
fidelity equipment in Brazil. 

The Denison firm begins produc- 
tion in September in a temporary 
plant. Marketing of the Brazilian 
manufactured Zenith radio receivers 
will begin in December, with pro- 
duction of television sets slated for 
early next year. Officials believe 
this will be the largest enterprise re- 
sulting from a cooperative licensing 
arrangement between a Brazilian 
owned and operated firm and a 
U.S. company. 

RAB-NAB Methods Study 
Gets an Acronym: ARMS 

Joint RAB-NAB Radio Method- 
ology Study steering committee has 
announced a name-change to All 
Radio Methodology Study (ARMS). 
Announcement came from Storer's 
Ward Dorrell, executive director of 
ARMS. 

Committee felt its previous name 
had been "just impossible," not only 
to say but also to identify, Dorrell 
explained. Also, new name comes 
closer to depicting ARMS' goals: 
(1) to determine one or more meth- 
ods for measuring accurately the full 
and complete radio audience; (2) to 
measure such audiences by time of 
day and by station; (3) to do so in 
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terms of unduplicated coverage and 
individual and cumulating periods; 
(4) to provide accurate demographic 
descriptions of such radio audien- 
ces. 

A radio validation study has just 
been completed and statistical re- 
sults will be announced later this 
month. Purpose of this "first step 
study" is to answer question, "Do 
they know what they're listening 
to?" 

ABC-TV Keeps Scholl 

The Scholl Manufacturing Co. 
will return to ABC-TV daytime this 
fall for its third successive cam- 
paign on behalf of Dr. Scholl's Zino- 
pads and Foot Powder. 

The special seasonal campaign, 
placed by West, Weir & Bartel, Inc. 
starts Sept. 14. The company, long 
a print advertiser, first used net- 
work television in 1962. 

Speidel, Humble, Aetna On 
NBC's 1964-65 Schedule 

The Speidel Corp. has purchased 
sponsorship in NBC-TV's Alfred 
Hitchcock //<:«//■ during the 1964-65 
season through MeCann-Marshalk. 
Humble Oil and Refining Co. has 
bought time in two nighttime pro- 
grams, The Virginian and intenia- 



tional Showtime, through MeCann- 
Erickson, Houston. 

The National Singles Tennis 
Championships Sept. 12 and 13 
will be sponsored on NBC-TV by 
Aetna Casualty and Surety Co.. 
though Remington Advertising. 
NBC Radio's Monitor will cover 
the tourney with a series of five- 
minute broadcasts each day. 

Universal City Sales 

Universal City Studios new half- 
hour comedy series. The Ministers 
now in production, is enjoying con- 
siderable merchandising tie-in sup- 
port in a variety of "Munster" prod- 
ucts — model kits, comic books, 
novelty dolls, puppets, puzzles, etc 
Show was sold without the custom- 
ary filming of a pilot episode, and 
it debuts over CBS television Sept 
24. Joe Connelly and Bob Moshei 
are co-producers. 

The Lloyd Thaxtoii Show, seer 
locally on KCOP-TV Los Angeles 
will have distribution, through 
MCA-TV, established for 26 cities 
by the time the show kicks off ai 
the end of this month. A nation- 
wide promotion campaign is plannec 
for the debut, including a multi- 
city personal appearance tour b\ 
Thaxton who is also creator anc 
producer of the show. 

SPONSOI 



Smith's Pie Promo Set 

Mrs. Siiitlirs I'ic Co., PottsiDssfi. 
t';i., sKirts an tni(.Misi\<.' pronioiion 
i>f its line ol Irn/oii ilcssori pios this 
s\Cfk ni ihc Ncu I nylanil niarkol. 
I An lS-ut."ok icIcMs'cMi carnp.iii;n is 
sot lor sialii>ns in Moston. I'rovt- 
donev. I\>rtlarul arul llartlonl Other 
markets lo carr\ Mrs. Smith's t\ 
ailwrtisiny .iro N'ou ^'ork. I'hrla- 
ilclphia. I*iitshuri:h. S.ranton- 
\\ ilkos-Barrc. Bahimoro. \\ ashiny- 
li>n. Atlanta. Memphis. 1 anipa anil 
Miami. J M. Korn it .Son haiull.^s 
advortisini; and piibhc ri-'hilions |\>r 
the ciMiipany. 

Warner-Lambert Has Best 
Six Months Earnings 

Warnor-Liinibort Pharmaceutical 
Co.. which spent $11.3:0.230 in 
spot and $7.5!1.*;()0 in network t\ 
last \ear. reported its best second 
quarter ;ind si\-month earnings in 
its histor\. Tarnings rose IS per- 
cent above the comparable quarter 
in 1V63. and were 16 percent for 
the first half of P;64 over that of 
I ^63 

Mutual Nets 7 Affiliates 

Mutu.il Broadcasiuig S\stem has 
added se\cn radio stations in as 
nian\ siat.N since July 1. n:i an- 
nounces. New affiliates: KGBA 
Santa Clara-San Jose. Calif.: KALO 
Little Rock; UDBQ Dubui|ne. 
Iowa; KBBB Boryer. Tex.; W'JON 
St. Cloud. Minn. ;^ U PON Pontiac. 
Mich.: KW^'R Winner. S.D. 

Triangle Names Engle AE, 
Defines Sales Territories 

N\ith Triangle Program Sales' 
program of expansion continuing 
(Si'ONsoR. Aug. 10. p. 57). Peter 
H. Fngel has joined the firm as New 
"i'ork account executive. He has been 
producer for fi\e >ears of the t\ 
series "High School Game of the 
\\'cck" and other features. 

Charles Cady. based in Los An- 
geles, will supervise the syndication 
operation in Alaska. Hawaii and 1 I 
other Western states. Charles Po- 
well, based in Baltimore, will s:rve 
as super\isor for 13 Southern states 
and the District of Columbia. 

John Norton, an exccuti\e of I ri- 
angle Program Sales, will K> vdes 
chief for 14 Midwest and Northeast 
states. Dan Darling, who joined the 
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organization se\er.il months ago. 

will be in ch.irge ol s.iies m eiuht 

Si)uthwest st.ites anil in Nevs ^'i>rk 
state. 

I ngel's ihities will ctner Conne- 
ticut. New Jerse\ .md New ork 
Cit\. 



Official's 'Survival' Into 33 
Markets; 20 Shows in Can 

Claiming a reversal of the usual 
summer lull in most sales situ.itions. 
Official l-ilms announces that its 



niw s\ndica!ion siriis. Surxnul' 
h.is registirei! eit'lit in.inl s.iks 
bringing a l()l.il of ^ ln.lrk^.t^ lor 
the series 

1 our nuut shoves l).i\e Iviii tui 
bringinu' tiie lol.i! in produ<.tu>n i<> 
2() \eu in.irkiis sold nuludi 
SS l-MJ- 1 \ ^ oungstoun, Ohio. 
\SKKCi-l\ Mobili. \\IS11-I\ 
D.iNton BeaJi ( )rl.inilo. W( I \ 
I ai'l.ih.issee I hom.isv die. KK( K 
1 V Redding Chieo. ( aiil . W ( Bl- 
I \ Columlnis. Miss . kll \ 
Tureka. C alif.. KBl S- 1 \ Medlord. 
Ore. 



WHAT'S IN THE MIDDLE 
MAKES THE BIG DIFFERENCE 




..and, IN PENNSYLVANIA, IT'S 

WJAC-TV 

To keep the big Pennsylvania 
"nniddle" nnarket charging ahead-- 
you need WJAC-TV. This is the 
one station that attracts the huge 
"million dollar market in the 
middle." 

America's 27th largest TV market. 




ADVERTISERS 

Thomas B. Nantz, who had been 
vice president, marketing, of B. F. 
Goodrich Chemical Co., elected 
division president. Nantz succeeds 
Harry B. Warner, who has been 
elected a group vice president of 
the parent company. Robert D. 
Scott, vice president, manufacturing 
and development, chemical division, 
named executive vice president. 
Ceor^e A. F'owles, manager of plas- 
tic material sales, will be vice presi- 
dent, marketing, and Antone Vit- 
tone, Jr., becomes vice president, 
manufacturing. 

John L. Kelly named advertising 
manager, apparel and home furn- 
ishings, for American Viscose Div., 
FMC Corp., New York. 

Walter I). Baldwin appointed vice 
president - marketing for United 
States Rubber Co. He joined the 
company in 1935 as a tire sales- 
man rising to vice president in 1958 
and in charge of corporate sales 
in 1962. 

Robert J. Bo.slet joined the Nor- 
wich Pharmacal Co. as advertising 
manager of the products division. 
He leaves J. Walter Thompson 
where he was an account super- 
visor. 

Ralph W. Dollin^er and Ernest 
Petit named product merchandising 
managers, Testor Corp., Rockford, 
111. Dollingcr was consumer prod- 
ucts manager for Burgess Battery 
Co., Freeport, 111., while Petit was 
general manager of Leitzsey Distri- 
butors of Texas. 



Thomas K. Drohan named di- 
rector of marketing and general 
manager of the grocery products de- 
partment of Foremost Dairies, Inc., 
San Francisco. 

Joseph E. Montgomery HI ap- 
pointed director of advertising and 
sales promotion. Eastern Air Lines. 
Most recently, Montgomery was 
with Dowling Adams ad agency, 
Atlanta, on its Delta Air Lines ac- 
count. Prior to that he was with 
Northeast and Capital Airlines. 

Robert O. Fickes, president, 
Norge Division of Borg-Warner 
Corp., named president and chief 
executive officer of Philco Corp., 
succeeding Charles E. Beck, who 
was appointed staff executive, gen- 
eral products group. Ford Motor 
Co. 

Milton I). Thalberg elected presi- 
dent of Febs Industries, South 
Bend, Ind., bicycle manufacturing 
company. He will headquarter at 
company's executive offices in New 
York, resigning as vice president in 
charge of merchandising, Sony 
Corp. of America. 



AGENCIES 

Herbert Paul Field joined Geyer 
Morey Ballard as manager in charge 
of the radio tv business affairs de- 
partment. He formerly directed 
broadcast operations at SSC&B. 

Carl B. E. Shedd appointed ac- 
count executive at Harold Cabot & 
Co., Boston, moving from Ogilvy, 
Benson & Mather, New York. 




John R. Wright 



Randall Grochoske lini 



John R. Wright named vice presi- 
dent at Post-Keyes-Gardner, Chi- 
cago. He joined agency as an ac- 
count executive in 1962. 

Randall Grochoske named tele- 
vision creative director of McCann- 
Erickson, San Francisco. He has 
been with agency since 1961. 

Bill D. Blair named director of) 
radio and tv production for Fergu- 
son-Miller, Tulsa. A native of Guth- 
rie, he had been with KVOO-TV 
since 1956. 

Philip D. Archer promoted from 
space buyer and media supervisor, 
Knox Reeves Advertising, Minnea- 
polis, to media manager. 

Fred E. Delkin, Jr., joined the 
creative staff of Dawson, Turner & 
Jenkins, Portland. Ore. He served 
as copy chief and creative director 
for Portland and San Francisco ad 
agencies. 

James A. Roberts, account exec- 
utive at Doherty, Clifford, Steers & 
Shenfield, New York, named vice 
president. 

Sig Rehbock named senior vice 
president of Smith & Dorian, New 
York. He will serve as account su- 
pervisor of consumer goods and 
st\ led merchandise accounts. He 
joined S&D in 1961 as an account 
executive. 





Ralph Dollinger 



Ernest Petit 



Robert J. Boslet 



Walter D. Baldwin 



Milton D. Thalberg 



Sig Rehbock 
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Arthur C. Johnt A Edwin Mjcon 




Arthur ('. Joliiis named vice 
rircsiitcnl in iicciuinl servicing at 
l-duartl H. Weiss i*;; Co.. Chicago. 
He had been markeliiiL: direelor of 
Jenn - Air's resiitenlial di\ision. 
nianiiracliirers ol biiill-in apptian- 
'es. 

A. I".(l\>in .Miicon named art di- 
eclcir. I-ldriilge. Inc., 1 renton, 
'. J. 

NN'iiltcr i;. Kiill nnnieit vice presi- 
lenl and account super\ isor of Nor- 
man. Craig and Kiininiel. Inc. 

riiomas I'. >>'ehrlc named con- 
jtroller of tlie Gardner Advertisinu 
'Co. 

R. liowen Miin(la\ named ac- 
'ount executive at West, Weir 
Bartel. Since \')5'). Munda\ had 
been with I eil Hates as account 
vxccutive. 

Charles Uiinirill. presitlent of the 
RuniritI Co., appointed to the N'a- 
ional li.xport H.xpansion Ccnincit 
Group ad\ises U.S. [department of 
Commerce on export programs. 

John C. TrMidl. Jr.. nameil asso- 
iate creative director; Keith I,. 
Reinhard to cop\ supers isor; and 
Ralph .1. I)e!h\. Jr.. to art super- 
visor. Needham, Louis and Hrorby, 
Chicago. New art ihrectors are Ken- 
niMh K. Kiinnra antl laifjcne C. 
Mundarino. 

I!lias l\. Haker appointed vice 
president of Ge\er More\ Ballard. 
New \'ork. Kaxniond \". I)cnipsc\ 
named copywriter of GMH's Lehn 

Fink account. 

Robert C. Decker resigns as sice 
president of Carpenter. Matthews 
and Stewart to become vice presi- 
dent and account supervisor for the 
McCart\ Co., New ^'ork. 




Cirl Bruggemeyer Richard A Tre« 



Carl Hrueg'4enie\ er joineil 1 eil 
Menderson Co.. Cincinnati, as ac- 
count executive. He served as ad 
manager for Burkharilt's Men's 
Stores, he lore thai was iloing nevvs- 
pa|ier promotion. 

Rieliard .\. I rea joined Richant 
K. Manoff. Inc.. New ^'ork. as ili- 
rector of media ami broadcast plan- 
nuig. He hati been with Ken)on i^i: 
l-ckhardl for past seven vears anil 
Benton i*v: Bowles before that. 

.lames C. Sherman named to new 
post of executive art director. Mac- 
Manus. John Adams. Chicago. He 
hail been art supervisor with Need- 
ham. Louis A: Brorby. Chicago. 

.lohn I). Baruetson joined Hisa- 
nian, Jones Laws. Los Angeles, 
as vice president anil creative di- 
rector. He was copv chief and vice 
president of Fit/geralil Advertising. 
New Orleans, for over 10 years. 

.loseph II. \ aanionde named ac- 
count supervisor in contact depart- 
ment ol ^'oung i*y: Kubicam. He has 
been with ^\^R since I95L 

>Mlliani J .McKenua, .Ir., ap- 
pointed vice president, copv con- 
tact. W'eightman. Inc.. Philadelphia, 
making move from a creative vice 
presidency at Warwick Legler. 
New "S'ork. 

.lames C. Sherman nameil to new 
post of executive art ilircctor. Mac- 
Manus. John i^i; Adams. Chicago. 
Had been Chicago art superv isor at 
Needham. Louis Brorbv . I'anl L. 
I'liteiir has resigned as products 
brand manager. Simoni/ Co. to join 
the MJA marketing staff. 

Uulh Scott joined The Rumrill 
Co. as fashion copywriter. She had 
been with Rockmore - Gartield - 
Shaub. 



TIME/Buying and Selling 

Ronald B. Kaat/ named manager 
of sates development, central sales, 
CBS lelevision, Chicago. He had 
been manager of media and pri>- 
gram analysis wuh Leo Burnett. 

Dou Dalton joins the Chicago 
sates staff of A.M Radio Sates. I-or 
ttie past two years he was setting 
for Robert l-astman Co. 

Carrelt Seollard joined Blair 
lelevision. Detroit, as an account 
executive, following two years at 
W'JBK-IA' Detroit.^ 



TV MEDIA 

Robert C. Paviie nameil promo- 
tion manager for KT\'H Hutchin- 
son. Kan. He had served as promo- 
tion manager for Kl H-A.M-I-.M 
W ichita and. for the past ten years, 
was program and promotion mana- 
ger for KAKL-rV Wichita. 

Richard C. .Mavnard. formerly 
continuity director, named account 
executive at W'QAD- I \ .Moline. 

Ceor^e .S. Rxlos named local 
sales manager for W'NBI' Bingham- 
ton. N."*>'. He has tven an account 
executive there since I95S. 

Dwaine Stover named account ex- 
ecutive at KOC)L-T\' I'hivnix. He 
has worked at radio st.itions in lex- 
as and Iowa for 14 years. 

NNilliam (i. Mnlvej nameil gen- 
eral sales manager for KI RI'-IA 
l-resno, Calif., reptaeing Keith 
Id. ire. resigneil. .Mulvey vv.is assist- 
ant to the sales manager. WFIL- 
I \ I'tiiladetphia Danti- I", I.nn'^o 
named local sales manager t ir 
KI RF-I\'. where he h.id been an 
acciHint executive smce IVdO. 
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Stuart I. Mackie 



James Masucci, production man- 
ager, named program director at 
WTHN-TV Albany, N.Y. 

Sliiart I. Mackic appointed ac- 
count executive at WXYZ-TV De- 
troit. He was formerly associated 
with the Detroit office of Blair 
Television. 

Gcren W. Morteiisen named as- 
sistant promotion and public rela- 
tions manager for WJZ-TV Balti- 
more. He had been continuity direc- 
tor of WAKR-AM-FM-TV Akron. 
Ohio, and an account executive with 
Ohio Stations Representatives. 
Cleveland. 

Robert K. Shapiro, managing 
director of New York's Paramount 
Theater until it closed Aug. 4. 
joined ABC-TV Hollywood, as net- 
work tv coordinator to represent the 
network in its relationship with tv 
film producers. 

Ben Wolfe appointed national 
engineering manager of Group W, 
New York: Ray Hollz named to 
succeed Wolfe as chief engineer for 
KPIX-TV San Francisco. 




James Masucci 



RADIO MEDIA 

Douglas China appointed pro- 
gram director WINZ Miami, Fla. 
He spent 12 years in radio in San 
Antonio, Dallas and Buffalo. 

Sheldon Fisher appointed pro- 
gram director for WNBF-AM-FM 
Binghamton, N.Y. He had worked 
seven years at WTHI-AM-FM Terre 
Haute, Ind., in sales, publicity, pro- 
duction and FM operations. 

Richard Panin has joined sales 
staff of WJBK-AM-FM Detroit after 
"several years" as a sales repre- 
sentative with Michigan Bell Yellow 
Pages. 



Frank Gunn named general man- 
ager of KMNS Sioux City, Iowa, 
succeeding Harry Perkins who 
moves to KODY North Platte. Neb. 
Gunn has been with KAKE Wichita 
since 1961. 

K. Miller, formerly with the Katz 
Agency in Dallas, joins KXYZ 
Houston, as an account executive. 

iMel Winters joins KFAC-AM- 
FM Los Angeles as regional sales 
manager, supervising sales in Los i 
Angeles and San Francisco. He 
spcnl four and one-half years at 
KHJ-AM-FM Los Angeles and 
prior to that was with Moloney- 
Regan and Schmitt. 





B*rn4rd Ruttenberg Robert Zimmerman 



KtTiuird KiiKciihcr^ ;ippoinloil 
;issisl;iiil (.lirccior. press intiunuilion. 
CUS Railio. He liiicl been piiblicit\ 
Jircclur fur NSNliW New \ork. 

Koherl .1. /iinincrnuiii nnnietl a 
vice presitlenl of Lelnnd Hisbee 
Hr(KKlc;isliiis: Co.. IMioenix. He will 
eoiuimie to serve ;is iKitioiuil sales 
nuiiuiger of KRl'X Phoenix aiul 
K I K I Fiicson. 

Paul Ureiiiicr named director of 

I sales de\elopnienl :il W'JRZ New- 
ark, N.J. Chris Poidos and Dun Ilcil- 
mnn appointed account e\eculi\es 
at the station. 

I'. Robert WDodwiird, Jr., gen- 



eral inanaiicr. KHI H nulnuiue, ap- 
pomteil to ihe los\a Stale lndnsir\ 
\iKisi)r\ ( "oniiniitee h)r the 1 etL ial 
Coninraniealioiis ( 'oniniission 



SYNDICATION 
& SERVICES 

.lohn W. Hiindio h.is resigned 
after 2ti >ears with CMS to bect)nie 
president of John Walker llundle\ 
I nierpriscs. consult. ini anil ad\isor\ 
sers ices, Neu ^ (M k. 

lUTlr.iiii IUtiikui named execu- 
tive producer of a ness ila\lime 
programing project at I'inversal I \ . 
Me had been director of tla>time 
programs for CMiS- 1 \'. 

Hour) S. W hile appointed execu- 
ti\e \ice president of Westhampion 
I'ilm Corp. Has been marketing 
vice president of the organization 
since 19^)3. 

.lack Marlin joinei.1 F'our Star 
Distribution Corp. as a sales rep- 
reseniatiw. He recently resigned 
as western di\ision manager of 
I'niied Artists Television. 




Jimmy R Rogen 



Djniel 1 Kntghl 



JiinniN K. Kt>;;ers appouileil 
production nian.iger of Jclferson 
Prt)ductions, C"harloHe. He w.is 
production ctiordmator ot the coni- 
pan\. a disision of the Jetferson 
Siantlard Hnxidcasiing C o 

Daniel I. Kiii<:hl has joined I red 
A Niles Commuiiicatii>ns Centers. 
Chicago, as an account super\isor 
He uill cover the l)a\lon and Cin- 
cinnati areas of Ohio, as ucll as 
serve major Chicago accounts. He 
ssas broadcast director at .\lac.\lan- 
us. John i^' Adams. 

Da\i(l C. 'N'iiles named sales en- 
gineer in the lloll_\uood t)ffice of 
SO.S. PhotivCine-Opiics. Inc. 




You'd have nine Marconi Mark IV cameras, plus color 
equipment . . . more Marconis under one independent 
TV roof than any place in the country! And, you'd use 
them lor network remotes, as portable equipment for 
your two mobile cruisers ... in your three large Com- 
munications Center studios for a myriad of commer- 
cials, productions, local programming ... and, some- 
times, just for special effects like Chroma Key . . . 
We're prepared to provide this fleet of cameras (or 
your peculiar needs — and a competent, richly experi- 
enced crew available to assure the excellent production 
which your assignment demands. If you want the 
Quality Touch, call Retry . . . 



WFAA-TV 



The Qu.ililr Stit'On icrt nQ rle O.ilisfor! ' /.'•/••p' 

ABC Channel 8 Communic*' s f-nte^ 
B'OJdcost Sefvicps o' "^ho D- i ^^ 'n n- 
News Reoresentcd by Cdwa'-c) Pf' K C nc 
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AUGUST 

National Assn. of Broadcasters in 
cooperation with the Radio Adertis- 
ing Bureau and Television Bureau of 
Advertising, sales management sem- 
inar, Stanford University, Stanford, 
Calif. (16-22). 

New Mexico Broadcasters Assn. 

meeting, Kachina Lodge, Taos, New 
Mcx. (21-22). 

Oklalioma Broadcasters Assn. 
meeting, Lawton, Okla. (21-22). 

National Assn. of Radio An- 
nouncers, tenth annual convention. 
Ascot House, Chicago, 111. (20-23). 

Wyoming CATV Assn. annual 
meeting, IXL Ranch, Dayton, Wyo., 
(23-25). 

National Assn. of Broadcasters in 
cooperation with the Radio Advertis- 
ing Bureau and the Television Bureau 
of Advertising, sales management 
seminar. Harvard University, Cam- 
bridge, Mass. (23-29). 

Institute of Electrical and Elec- 
tronics Engineers summer general 
meeting, Biltmore Hotel, Los Angeles, 
Calif. (25-28). 

Western Electric Show and Con- 
vention, Statler-Hilton, Los Angeles, 
Calif. (25-28). 

Western Assn. of Broadcasters and 
British Colnnibia As.sn. of Broadcasters 

annual meeting, Jasper Park Lodge, 
Jasper, Alta. (27-29). 

Arkansas Broadcasters Assn. annual 
meeting. Coachman's Inn, Little Rock 
(28-29). 

West Virginia Broadcasters Assn., 

fall meeting, The Greenbrier, White 
Sulphur Springs, W. Va. (27-30). 

1964 National Radio and Television 
Exhibition, under the management of 
the British Radio Equipment Manu- 
facturers' Assn., Earl's Court, London, 
England (24-Sept. 5). 

SEPTEMBER 

Board of Broadcast Covernors 

public hearings. Nova Scotian Hotel, 
Halifax, N.S. (1-4). 

Michigan Assn. of Broadcasters an- 
nual fall meeting. Hidden Valley, 
Gaylord, Mich. (10-11). 

Mid-Athintic and >>'esf Virginia 
CATV Assns. meeting, Greenbrier 
Hotel. W. Va. (11-12). 



Atlantic Assn. of Broadcasters an- 
nual sales and engineering meeting. 
Sydney, N.S., (13-15). 

Louisiana Assn. of Broadcasters, 
Capitol House, Baton Rouge, La. 
(13-15). 

Rollins Broadcasting Inc. annual 
shareholders' meeting, Bank of Del- 
ware Bujlding, Wilmington, Del. (15). 

Radio Advertising Bureau fall 
management conference, Tarrytown 
House, Tarrytown, N.Y. (17-18). 

National Assn. of Broadcasters' 

program study committee, radio pro- 
graming clinic, Rickey's Hyatt House. 
Palo Alto, Calif. (18). 

Maine Assn. of Broadcasters meet- 
ing, Poland Spring, Me. (18-19). 

National Academy of Television 
Arts and Sciences board of trustees 
meeting, Beverly Hills, Calif. (18-20). 

American Women in Radio & Tele- 
vision southwest area conference, 
Tropicana Hotel, San Antonio, Tex. 
(18-20). 

Radio Advertising Bureau fall man- 
agement conference. Homestead, Hot 
Springs, Va. (21-22). 

Nebraska Broadcasters Assn. meet- 
ing. Holiday Inn, Grand Island, Neb. 
(20-22). 

National Assn. of Broadcasters' 

program study committee, radio pro- 
graming clinic, Chicago Plaza Motor 
Hotel, Memphis, Tenn. (21). 

Nevada Broadcasters Assn. meeting. 
Lake Tahoe, Nev. (21-22). 

Pacific Northwest CATV Assn. 
meeting, Doric Hotel, Portland, Orcg. 
(21-22). 

National Assn. of Broadcasters' 

program study committee, radio pro- 
graming clinic, Palm Town House 
Motor Inn, Omaha, Neb. (23). 

CBS Radio Affiliates Assn. con- 
vention, New York Hilton Hotel, New 
York, N. Y. (23-24). 

Electronic Industries Assn. fall 
meeting, Statler-Hilton Hotel, Boston, 
Mass. (23-25). 

Minnesota Broadcasters Assn., fall 
meeting, Sheraton-Ritz Hotel, Minne- 
apolis, Minn. (24-26). 

Advertising Federation of America, 
fifth district convention, Commodore 
Perry Hotel, Toledo, Ohio (17-18); 
sixth district convention, Indiana 
University, Bloomington, Ind. (24- 
26); tenth district convention, Robert 
Driscoll Hotel, Corpus Christi, Tex. 
(24-26). 

National Assn. of Broadcasters' 

program study committee, radio pro- 



graming clinic, Hilton Inn, Tarry- 
town, N.Y. (25). 

North Central CATV Assn. meet- 
ing, Holiday 'Inn, Rochester, Minn. 
(25). 

Utah Broadcasters Assn., conven- 
tion. Royal Inn, Provo, Utah (25-26). 

American Women in Radio & Tele- 
vision southern area conference. Out- 
rigger Hotel, St. Petersburg, Fla.; west 
central area conference, Muehlebach 
Hotel, Kansas City, Mo.; New Eng- 
land Chapter conference, Woodstock, 
Vt. (25-27). 

Radio Advertising Bureau fall man- 
agement conference. Far Horizons, 
Sarasota, Fla. (28-29). 

Society of Motion Picture & Tele- 
vision Engineers, 96th annual tech- 
nical conference. Commodore Hotel, 
New York, N.Y. (27-Oct. 2). 

National Assn. of Broadcasters ra- 
dio code board meeting, Gramercy 
Inn, Washington, D. C. (29-30). 

OCTOBER 

Radio Advertising Bureau's fall 
management conferences: Hyatt 
House, San Francisco, Calif. (1-2). 

American Women in Radio and 
Television, New York State Confer- 
ence, Top O' The World, Lake 
George, N. Y. (3-4). 

Texas Assn. of Broadcasters fall 
meeting, Hotel Texas, Fort Worth, 
Tex. (4-5). 

North Carolina Assn. of Broad- 
casters meeting. Grove Park Inn, 
Asheville, N. C. (4-6). 

New Jersey Broadcasters Assn. fall 
convention, Nassau Inn, Princeton, 
N. J. (5-6). 

Advertising Research Foundation, 

annual conference, Commodore Ho- 
tel, New York (6). 

Radio Advertising Bureau fall man- 
agement conference. Western HilK 
Lodge, Wagoner, Okla. (8-9). 

Tennessee Assn. of Broadcasters 
meeting. Mountain View Hotel, Gat- 
linburg, Tenn. (8-9). 

Alabama Broadcasters Assn. meet- 
ing, Tuscaloosa, Ala. (8-10). 

American Women in Radio & Telc-i 
vision midcastern area conference! 
Marriott Motor Hotel, Philadelphia. 
Pa. (9-11). 

Radio Advertising Bureau fall man- 
agement conferences. Hotel Moraine. 
Chicago. 111. (12-13); Northland Inn. 
Detroit, Mich. (15-16). 

Indiana Broadcasters Assn. meet- 
ing. Marott Hotel, Indianapolis, Ind. 
(15-16). 
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Job Well Done 




WCHB gives advertisera effective penetration in 
this 655,000 Negro market because , . . 

WCHB is the only station serving Detroit with 

100% Negro programming. 

• WCHit is Negro owned and operated %ifhich 
malces it project a believable and up-te^ote 
image of tedoy's Negro to its modem and 
sensitive audience. 

• WCHB's news department presents cempre- 
hensive and in depth news coverage of 
natienol and local events as they happen 
end hew the impact affects Negroes in gen- 
oral and specifically WCHB airs on average 
of 250 newscasts monthly, including Saturday 
end Sunday. 

• WCHB has an irrevocable racial link with 
its listenen who express their pride in an 
efficiently run, nationally recognized Negro 
business. 

• WCHB merchondising Is designed offer con- 
sultation with each advertiser to gain octunl 
soles increases for the product involved. 



BOB DORE 

ASSOCIATES NEW YORIC • CHICAGO 

DORA-CLAYTON 

AGENCY ATIANTA 

BILL CREED 

ASSOCIATES BOSTON 

SAVALLI/GATES, INC. 

lOS ANGEIES-SAN FRANCISCO 



••♦The Personality Twtns ••• 

SOUl RADIO' Fm companion TO wCHB 

Inkster, Michigan — Detroit 1, Michigan 
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Consiiiiier/Aii<li<'iic<' 
I'rofilo Sluil.> 
of tin- Negro 
I{a<Iio Market 
in Chirngo 
bv SHDS I):it:i. 
Fr<'<' copies 
available 
on reqiiest. 
Phone- or write 
WAAV Cen. Mgr. 
Thomas I>. Davis. 
221 >. LaSalle Si.. 
Chiejigo. III.. f.06()l. 
or Vi'AAF'* r<'pr<'*<-ntal l\ e 
in I t major eiti<'>.. 



bollfng . 




WAAF 

is-the 
StoTioi* 



SRDS FACTS: 

In the 25 radio stat 
Chicago market within the o 
miUion-plus Negro commun 

WAAF is Number-Oi 

t^in the two most liirrativo 
rateporics. 2o-34 and 1< 

among the rolle«ie editr 
t^in the top tliree of fwe 
urnipational levels stiuli 
among hoth fnll and 
])art-tiine employed 
among households and 
inroines of S 1 0.000 or i 
among cigarette smoker 
among rosmetirs users 
among haeou ami weinc 
consumers 

among eolTee consumers 
hoth regular and instant 
among canned dog food 
consumers 

. . . AM) r// 17"> oyLY 
A '^TART 



CHICAGO 




The .1. \\ alter Thoinpsoti ("<». and the (.liicago 1 rihinir pnrclias<Ml from SKI)> Data. In<'.. 
a siihsidiary of .'standard Kate and Data Ser^ ice. its atinnally coii<hict<'d syn<licatcd consiiiiier 
audience profile study of the {{-county Chicago consolidated area. The formal report of tlu' 
.••nr^c^ and findings snhniitted h} SHDS inchuh-s a special note ^^lli<•h r<'a<ls: "ll AAF nns 
llir only rtlmir-nr'n'nti'd slalioii uliirli had sn ffiri^'iit p^'iirlratioii in «}nr snni plr niiionii holh, 
II Ixitr (ind \o;i-ll /ii/e. to tnaintnin n siiffiriont nndiriiro size to hold np niulrr rross-tnhiiln- 
//<»/! n;no;ie yioarors oiilv."* 



